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 Abstract 
In the present study, event sponsorship and event marketing are identified as two 
distinct event-related marketing communications tools. As a research field, sponsorship 
and event sponsorship has experienced continuous research interest for the last four 
decades. This in clear contrast to event marketing, which only within the last 10 years 
has attracted research interest from marketing scholars. However, little research has 
been carried out in the field of (event-) sponsorship from an organisational perspective. 
Thus, to the author’s knowledge, the present study is the first of its kind investigating 
both event formats, event sponsorship and event marketing, from an organisational 
perspective in one study.  
A literature review that spans the domains of branding, signalling theory and hedonic 
consumption helped to differentiate between the two event formats, and to provide a 
theoretical grounding of the two event formats. The present study evaluates the impact 
of event sponsorship and event marketing on the brand and performance dimensions of 
brand awareness, brand attitude, brand performance and financial performance. 
Furthermore, brand orientation and organisational innovativeness moderate the 
relationship between independent and dependent variables. 
Moreover, this research study was undertaken from an organisational perspective. 
There is little evidence within the field of event sponsorship and event marketing as to 
how organisations evaluate the performance impact of event sponsorship and event 
marketing. Similarly, the more established sponsorship outcomes of brand awareness 
and brand attitude have yet to receive research attention within an organisational 
research setting. 
This research study follows a cross-sectional research design. A conceptual model is 
developed on the basis of the literature review, and is tested through confirmatory factor 
analysis and structural equation modelling. The data for this study was collected via an 
online survey which resulted in 226 responses. The findings indicate a negative 
relationship between event sponsorship and brand performance. Furthermore, 
organisational innovativeness was identified as moderating the event sponsorship–
 brand performance relationship, whereas brand orientation is found to moderate the 
event marketing–financial performance relationship. 
 
Key words: Event Sponsorship, Event Marketing, Brand Awareness, Brand Attitude, 
Brand Performance, Financial Performance, Brand Orientation, Organisational 
Innovativeness, Structural Equation Modelling. 
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1. Introduction 
 
1.1 Sponsorship History 
 
 
The origins of sponsorship date back to 590 BC, when Greek athletes were sponsored 
in order to participate and compete in sporting contests (Kissoudi, 2005). From a 
historic point of view, sponsorship has its roots in the Roman tradition of patronage 
(Bruhn, 2003). Patronage originates from the Latin word ‘Maecenas’ which, from a 
current perspective, indicates the support of an activity, community project, organisation 
or a person. However, the support in a historic context was not connected to an 
economic or business objective (Bruhn, 2003). Such a philanthropic understanding of 
sponsorship is not congruent with the current understanding of sponsorship, in which 
sponsor and sponsee have pre-defined objectives to result from the agreed sponsorship 
(Meenaghan, 1983; Meenaghan, 1991; Thwaites, 1995; Tripodi, 2001). 
 
Following the understanding of sponsorship, which is connected to achieving economic 
and/or business objectives, the first event sponsorship took place in 1896. Photo and 
film manufacturer Kodak sponsored the first Olympic Games of the new age (Kodak, 
2015). The sponsorship of large scale events such as the Olympic Games, provides 
sponsors with the opportunity to promote their brand and products to a global audience. 
Papadimitriou, Apostolopoulou and Dounis (2008) found that the global appeal of the 
2004 Olympic Games in Athens attracted many Greek organisations to sponsor and 
associate themselves with the Olympic Games, and further identified event sponsorship 
    ___  __     ___CHAPTER 1: INTRODUCTION 
PAGE 2 
to be an effective marketing communications tool to achieve brand and performance 
objectives. 
 
1.2 The Importance of Sponsorship 
 
 
The present study follows Cornwell and Maignan’s (1998) understanding of 
sponsorship, in that sponsorship consists of two parts: first, “…an exchange between a 
sponsor and a sponsee whereby the latter receives a fee and the former obtains the 
right to associate itself with the activity sponsored” and, second, “the marketing of the 
association by the sponsor” (p. 11). The increasing level of sophistication, size of events 
and the resulting cost has led to an increasing dependency between sponsor and 
sponsee (Farrelly and Quester, 2005). Farrelly and Quester (2005) further argue that to 
achieve the maximum result from a sponsorship, sponsor and sponsee have to work 
closely together to achieve synergies exceeding the pure exchange of sponsorship fee 
and sponsorship rights. It is reported that sponsors of the 2012 London Olympics paid a 
total of £700 million in sponsorship fees (Rogers, 2012). Top sponsors such as Adidas 
and BMW paid £40 million each for the rights to associate with the 2012 Olympics. 
Olympic sponsors justify the payment of such sponsorship fees by the access to a 
global marketing platform which the sponsors utilise to achieve branding objectives (e.g. 
brand awareness) and increase performance levels such as sales and market share 
(Apostolopoulou and Papadimitriou, 2004; Papadimitriou et al., 2008). 
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However, and as pointed out by Farrelly and Quester (2005), modern sponsorship 
reflects more of a symbiotic relationship than a simple transaction of sponsorship fees in 
the exchange for sponsorship rights between sponsor and sponsee. Sponsorship 
research and the consultancy firm IEG estimated global sponsorship spending in 2015 
to be worth $57.5 billion. This outlines an increase in sponsorship spending of $8.9 
billion between 2011 and 2015. The growing popularity of sponsorship is not a 
phenomenon of the last decade. Already, Meenaghan (2001) has found an 11-fold 
increase in corporate sponsorship spending between 1984 and 1999. The steady 
increase in sponsorship spending and the resulting opportunities to achieve business 
objectives (e.g. increasing sales and brand attitude) (Gwinner, 1997; Koo, Quarterman 
and Flynn, 2006) through the sponsorship of events, placed sponsorship among the 
fastest developing marketing tools in the last 30-40 years (Meenaghan and O’Sullivan, 
2013). Similarly, Crowther (2010; 2011) and Crowther and Donlan (2011) have argued 
that organisations are becoming increasingly strategic about their use of events as they 
aim to provide event followers with experiences that allow them to fully engage with 
their brand(s). Hence, the trend towards the provision and creation of such engaging 
event experiences provides organisations with more opportunities to customise the 
event experience and, therefore, focus on the specific event outcomes or objectives that 
the organisation wants to achieve. 
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1.3  Sponsorship Outcomes 
 
 
Within the sponsorship and event sponsorship literature sponsorship objectives can be 
classed into three types: cognitive, affective and conative (Gwinner, 1997; Gwinner and 
Eaton, 1999; Madrigal, 2001; McDaniel, 1999). In a later study, Gwinner, Larson and 
Swanson (2009) argued that the main focus of conducting event sponsorship is to 
achieve conative outcomes such as the sale of the products and services of the 
sponsor. However, most research studies have focused on one or two of the above 
outcomes within one study, and do not evaluate all three (cognitive, affective, conative) 
outcomes. Therefore, up to this point, it remains unclear, to the best of the knowledge of 
the researcher, whether there are specific reasons why no study has attempted to 
measure cognitive, affective and conative event sponsorship outcomes within the same 
study. A possible reason could be that information collected from event followers in the 
immediate context of the event often does not capture conative outcomes, since event 
followers at this point are less likely to have had the opportunity to buy a sponsor’s 
product. The number of studies focusing on the cognitive outcomes of event 
sponsorship (e.g. Biscaia, Correia, Rosado, Ross and Maroco, 2013; Cliffe and Motion, 
2005; Cornwell, Roy and Steinard II, 2001; Gwinner, 1997; Gwinner and Eaton, 1999; 
Hastings, 1984; Javalgi, Traylor, Gross and Lampman, 1994; Mason and Cochetel, 
2006; Meenaghan, 1991; Pope, 1998; Quester, 1997; Quester and Farrelly, 1998), 
demonstrate the significance of this type of marketing outcomes. Similar research 
interest is displayed with regard to the role that event sponsorship plays in the process 
of forming and influencing attitudes. Numerous authors (e.g., Gwinner, Larson and 
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Swanson, 2009; Quester and Farrelly, 1998; Rowley and Williams, 2008; Sirgy, Lee, 
Johar and Tidwell, 2008; Speed and Thompson, 2000) acknowledge and/or evaluate 
the impact of event sponsorship on the attitude towards a sponsor’s brand. This is 
exemplified by the work of Quester and Farrelly (1998) who pointed towards the 
emotions and feelings experienced during an event as key influences on brand attitude 
formation. Nonetheless, the challenge for event sponsors remains to provide such 
appealing experiences to achieve cognitive and affective event sponsorship outcomes. 
The third and final category of research studies within the event sponsorship domain 
focuses on conative and performance outcomes of event sponsorship activities such as 
purchase intentions. Other authors (e.g. Cornwell and Coote, 2005:  Irwin, Lachowetz, 
Cornwell and Clark, 2003) have focused their work on the impact of event sponsorship 
on purchase intentions, and identified that event sponsorship impacts positively upon 
such.  
 
The studies of Farrelly and Quester (2003) and Meenaghan (2013) focused on 
sponsorship performance evaluation. Meenaghan (2013) argued that, due to the 
increasing pressure to establish methodologies that help to evaluate and establish the 
return and performance increases achieved through sponsorship activities (e.g. event 
sponsorship), further research is needed to establish such performance outcomes. 
However, little is currently known about further conative and performance-related 
outcomes of sponsorship activities. 
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In addition to the scant knowledge available on conative- and performance-related 
outcomes, the question has not been addressed as to whether other organisational 
factors such as the levels of brand orientation and organisational innovativeness, 
influence the outcomes (cognitive, affective, conative) of event sponsorship and event 
marketing. Several authors (e.g. Hirvonen, Laukkanen and Reijonen, 2013; Hult, Hurley 
and Knight, 2004; Nickell, Cornwell and Johnston, 2011) indicated the impact that brand 
orientation and organisational innovativeness can have on brand and performance 
outcomes. Yet, to the best knowledge of the researcher, no event-related research 
study has evaluated the impact of brand orientation and organisational innovativeness 
on brand and performance outcomes of event-related marketing formats such as event 
sponsorship and event marketing. 
 
1.4 The Delineation of Event Sponsorship and Event Marketing 
 
 
The role that events play in the process of achieving brand and communication 
objectives is increasing (Jago, Dwyer, Lipman, van Lill and Vorster, 2010). However, 
and in spite of the vast amount of research that has been carried out within the domain 
of event-related marketing, the extant literature remains unclear regarding the use and 
definition of further event-related marketing activities. This is in line with Cornwell 
(2008), who indicates out that there is a lack of knowledge and understanding in the 
domain of event-related marketing activities. The term “event marketing” has been used 
to describe any marketing activity that involves an event (Cornwell, 1995; Cunningham 
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and Taylor, 1995). However, within the last 20 years, two research streams, based on 
differing conceptualisations of “event marketing”, have evolved. 
 
First, Cunningham and Taylor (1995) referred to event marketing as a general term 
regarding any marketing activity involving an event. Following on from Cunningham and 
Taylor (1995), Cornwell (1995, p.15) referred to event marketing “as the marketing of 
events” as well as “the marketing with events”. However, Cornwell did not provide 
further insights, nor did she provide a clear definition of the term “event marketing”. In a 
later work, Cornwell and Maignan (1998, p.12) referred to event marketing as 
encompassing sponsorship whereby “sponsorship is a component of event marketing.” 
Close, Finney and Lacey (2006) continued Cornwell and Maignan’s view by stating that 
“event marketing” may or may not have a sponsorship element. The process of 
delineating between the two terms was furthered by Sneath, Finney and Close (2005), 
who distinguished between the marketing of an event, such as the promotion of an 
upcoming event, and the marketing through an event, such as a corporate fair. 
Therefore, although there have been attempts to define event marketing, there is still 
some confusion as to its meaning and importance (Drengner, Gaus and Jahn, 2008).  
 
Parallel to the work of Close et al. (2006) and Sneath et al. (2005), a second stream of 
event marketing research has been developed within the German research community. 
Nufer (2002) was the first to define event marketing as an interactive and experience-
oriented marketing tool, which Nufer (2002) described as customer segment specific 
staging of self-planned, initiated and controlled events, which are part of an integrated 
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marketing communications strategy. Authors including Cliffe and Motion (2005), 
Drengner et al. (2008), Whelan and Wohlfeil (2006) and Wohlfeil and Whelan (2005, 
2006) followed Nufer’s (2002) conceptualisation of event marketing, which clearly 
separated event marketing from event sponsorship. For the purpose of this research, 
the researcher will use Nufer’s (2002) conceptualisation of event marketing because it 
provides a more comprehensive distinction between event marketing (where the event 
is owned by the company) and sponsorship (where the company pays for the rights to 
be associated with the event). This is important when considering an organisation’s 
marketing communications and performance objectives for an event (Drengner et al., 
2008; Whelan and Wohlfeil, 2006; Wohlfeil and Whelan, 2005, 2006). However, and 
similar to the existing body of literature within the event sponsorship domain, the scant 
literature that has followed Nufer’s (2002) understanding of event marketing investigates 
event marketing from a consumer perspective; hence, it omits further insights into 
reasons why organisations choose to invest in event marketing activities. 
 
1.5  Research Gap 
 
 
Following the above discussion, a number of research gaps have been identified, which 
are discussed below. 
 
First, the considerable number of studies within the event sponsorship domain clearly 
outweighs the scarce literature on event marketing. Furthermore, to the best knowledge 
of the researcher, there is no evidence in the literature, that organisations use both 
event sponsorship and event marketing as distinct marketing tools as part of an 
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integrated marketing communications strategy. Thus, it is imperative to understand 
whether organisations use event sponsorship and event marketing as distinct 
communication tools, to provide further evidence that the two event formats are not only 
differentiated by definition, but are also used as such.  
 
Second, the main body of studies in the existing event sponsorship and event marketing 
literature adopt a consumer perspective. Therefore, there is little knowledge about the 
organisational objectives and outcomes of such event-related marketing 
communications tools. Further, Cornwell, Roy and Steinard II (2001) argued that there 
is a lack of knowledge with regard to organisations’ understanding of the processes and 
outcomes of event-related marketing activities. Thus, this study is one of the first with 
regard to event sponsorship and, to the author’s best knowledge, the first in the event 
marketing domain, to adopt an organisational perspective to address the lack of 
organisational studies in these fields. 
 
The third research gap revolves around the outcomes of event sponsorship and event 
marketing. Following the hierarchy of effects paradigm (Palda, 1966), event sponsorship 
outcomes such as brand awareness (Gwinner and Eaton, 1999; Meenaghan, 1991) and 
brand attitude (Koo, Quarterman and Flynn, 2006; Levin, Joiner and Cameron, 2001) 
have been established solely from a consumer perspective. Hence, there is a lack of 
research that examines awareness and attitudes as outcomes of event sponsorship and 
event marketing from an organisational perspective. Such research would develop an 
understanding of organisations’ strategic objectives in their use of event sponsorship 
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and event marketing, in terms of cognitive, affective and, as outlined below, conative 
outcomes.  
 
Fourth, and following on from the cognitive and affective outcomes of event sponsorship 
and event marketing, the conative outcomes of event sponsorship and event marketing 
are investigated as outcomes of the two above-mentioned event formats. Therefore, the 
researcher follows Meenaghan’s (2013) call to establish new methods and assessments 
to demonstrate the performance impacts that result from sponsorship activities, such as 
event sponsorship and additionally event marketing. Thus, the researcher answers 
Meenaghan’s (2013) call by measuring brand and financial performance as outcomes of 
event sponsorship and event marketing, to add to the scarce knowledge of the 
performance outcomes of event sponsorship and event marketing. 
 
Fifth, there is a lack of studies evaluating the moderating impact that organisational 
factors such as brand orientation have on the brand- and performance-related 
outcomes of event sponsorship and event marketing outlined above. Nickell et al. 
(2011) argued that brand centric communication, which is a characteristic of brand 
orientation, impacts on sponsorship outcomes such as awareness and attitude. 
However, they did not provide any empirical evidence to support their suggestion. 
Therefore, there is a clear need to address this gap through the provision of 
measurement studies assessing the impact of brand-centric communication on brand- 
and performance-related outcomes. 
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The sixth and final research gap identified by the researcher revolves around the 
moderating impact of organisational innovativeness on the relationships between event 
sponsorship, event marketing and its brand- and performance-related outcomes. Zahra 
and Covin (1994, p. 183) understood innovation as “the life blood of corporate survival 
and growth”. Authors such as Cainelli, Evangelista and Savona (2004), found the level 
of innovation within an organisation to drive its organisational performance. Thus, the 
level of organisational innovativeness has to positively influence an organisation’s 
performance levels so that it can prevail (Hult et al., 2004). Furthermore, the impact of 
innovative forms of communication has been argued to drive value creation, and to 
positively impact upon brands (Muniz and O’Guinn, 2001). However, as of yet, the 
impact of organisational innovativeness in a specific event sponsorship and event 
marketing context has not been investigated. Therefore, the researcher argues that 
there is a strong need for studies taking the widely-established concept of 
organisational innovativeness, and establishing its impact within an event sponsorship 
and event marketing setting. 
 
1.6  Research Objectives 
 
 
Resulting from the research gaps identified above, five key research objectives have 
been identified: 
1. To examine whether organisations use event sponsorship and event marketing as 
two distinct event-related marketing tools. 
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2. To measure the impact of event sponsorship and event marketing on brand 
awareness and brand attitude. 
3. To test the impact of event sponsorship and event marketing on brand performance 
and financial performance. 
4. To assess whether brand orientation moderates the relationship between events 
sponsorship and event marketing, and brand awareness, brand attitude, brand 
performance and financial performance. 
5. To test the moderating effects of organisational innovativeness on both events 
sponsorship and event marketing, brand awareness, brand attitude, brand and 
financial performance relationships. 
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1.7 Contribution to Theory and Practice 
 
 
The present study makes a number of contributions to theory and practice. These are 
outlined in the following two sections. 
 
1.7.1 Contribution to Theory  
 
 
First, this research study hopes to add to the existing number of studies (e.g. Cornwell 
et al., 2001; Pechmann and Stewart, 1990; Polonsky and Speed, 2001; Speed and 
Thompson, 2000; Tripodi, 2001), which use the hierarchy of the effect paradigm as the 
underlying theory of sponsorship outcomes. Second, the present study will add to the 
scarce literature on event marketing that uses the hierarchy of effects paradigm to 
underpin the processes leading to event marketing outcomes. Third, event sponsorship 
and event marketing research has predominantly been conducted from a consumer 
perspective. Little research in the sponsorship domain, such as that of Cornwell et al. 
(2001) has been conducted from an organisational perspective. Thus, this research 
study will add to the small body of literature in the sponsorship domain that is conducted 
from an organisational perspective and will, to the best of the researcher’s knowledge, 
be the first within the field of event marketing. Fourth, this study aims to advance our 
understanding of event sponsorship and event marketing outcomes from an 
organisational point of view. From a consumer perspective, sponsorship outcomes, 
such as brand awareness and brand attitude, have been assessed over the course of 
the last three decades. However, little is known about the organisational perspective of 
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sponsorship and event marketing outcomes. Thus, this study furthers our knowledge of 
sponsorship and event marketing outcomes, and also answers Meenaghan’s (2013) call 
for studies that investigate the performance-related outcomes of sponsorship activities 
and, in addition, provide the first (to the best of the author’s knowledge) measurement of 
the brand and performance outcomes of event marketing. Furthermore, to the best of 
the researcher’s knowledge, this study is the first within the domain of event 
sponsorship and event marketing which uses the frequency (see Chapter 4) with which 
event sponsorship and event marketing are utilised by organisations to determine the 
event formats’ impact on brand awareness, brand attitude, brand performance and 
financial performance. Therefore the study aims to provide a rationale for the frequent 
use of event sponsorship and event marketing, and the resulting brand- and 
performance-related outcomes. Finally, the study introduces brand orientation and 
organisational innovativeness to moderate the relationships between event 
sponsorship, event marketing and brand awareness, brand attitude, brand performance 
and financial performance. As far as the researcher is aware, brand orientation and 
organisational innovativeness to this point have not been used as moderators in the 
domain of event sponsorship and event marketing. Therefore, the moderation effects of 
brand orientation and organisational innovativeness will provide new insights into the 
role these two organisational factors play with regard to brand and the performance 
outcomes of event sponsorship and event marketing. 
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1.7.2 Contribution to Practice 
 
 
First, by using event-related marketing activities, organisations aim to achieve a set of 
objectives, such a developing their brand and increasing sales (Cornwell and Coote, 
2005; Gwinner and Eaton, 1999). However, despite the clear differences and unique 
characteristics of event sponsorship and event marketing, there is a lack of knowledge 
as to how to manage such activities, which can then lead to the non-achievement of 
prior set business objectives (Farrelly, Quester and Burton, 1997). This study is a step 
towards the further development of an organisational understanding of event 
sponsorship and event marketing as two distinct marketing communication tools. 
Further, it can help organisations to develop specific objectives with regard to distinct 
event-related marketing tools, to help them achieve their business objectives. 
 
Second, and following on from the above, organisations aim to positively influence 
brand awareness and brand attitude levels through engaging in event sponsorship and 
event marketing activities (Drengner et al., 2008; Gwinner and Eaton, 1999). This 
research aims to contribute to the understanding of event sponsorship and event 
marketing outcomes on a brand level. This should provide further insights into how far 
organisations strategically approach the use of event-related marketing tools to increase 
awareness and attitude levels with regard to their brand. 
 
Third, limited knowledge exists about the performance outcomes of sponsorship 
activities (Meenaghan, 2013). However, to justify and plan event sponsorship and event 
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marketing activities, it is paramount to develop an understanding of how such event 
formats impact upon different performance outcomes such as brand and financial 
performance. This would allow organisations to choose a particular event format to 
improve specific performance outcomes and, therefore, be more strategic in their 
marketing budget spending. 
 
Fourth, many researchers within the field of sponsorship argue that sponsorship 
activation is the key to success in achieving sponsorship objectives (Meenaghan, 1991; 
O’Keefe, Titlebaum and Hill, 2009; Weeks, Cornwell and Drennan, 2008). However, 
little is known about how organisational factors such as brand orientation and 
organisational innovativeness can help organisations to achieve sponsorship and event 
marketing objectives. Nickell et al. (2011) and Muniz and O’Guinn (2001) have argued 
that brand-centric communication and innovative approaches to marketing can help to 
achieve sponsorship outcomes and positively impact on brands. This study aims to 
provide organisations with a clear indication as to whether or not high levels of brand 
orientation and organisational innovativeness can support their event sponsorship and 
event marketing efforts in terms of achieving brand and performance objectives. Such 
knowledge could allow organisations to assess their current event sponsorship and 
event marketing activities, and provide them with a tool kit that allows them to make 
adjustments on an organisational level, which could then have a positive impact upon 
the success of their event sponsorship and event marketing activities. Furthermore, it 
could provide an indication as to whether or not the highly engaging and experiential 
nature of event marketing supports the achieving of brand and/or performance targets. 
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1.8  Structure of the Thesis 
 
 
Following the above discussion as to how this research could contribute to theory and 
practice, the structure of this thesis is now outlined. First, a review of the literature is 
presented, providing an in-depth insight into sponsorship, event sponsorship and event 
marketing. Furthermore, the literature review outlines and contextualises the hierarchy 
of effects paradigm, hedonic consumption and signalling theory with event sponsorship 
and event marketing, and uses this theoretical underpinning to differentiate the two 
event formats. Following the differentiation on theoretical grounds, a review of the 
literature of the proposed event formats is presented. This is followed by an introduction 
and review of the underpinning literature on brand orientation and organisational 
innovativeness, which, it has been suggested, moderate the relationship between event 
sponsorship or event marketing and brand- and performance-related outcomes. 
Following the literature review are as follows: first, Chapter Three presents the 
conceptual development of the hypotheses which are manifested in the conceptual 
model. Chapter Four outlines the methodology used in the present study. The 
methodology chapter also outlines the reasoning as to why the chosen approach was 
followed, as well as explaining why other approaches were deemed less suitable. 
Chapter Five presents the analysis and findings of the developed statistical model. The 
sixth and final chapter provides a discussion of the findings, a consideration of the 
limitations of the study, and future research directions before the chapter and study is 
concluded. 
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Chapter 2 Literature Review 
 
2.1 Chapter Structure 
 
 
This chapter seeks to analyse the bodies of literature concerning event sponsorship 
(ES) and event marketing (EM). Analysis of the literature will provide a clear 
differentiation of the two event formats based on their unique characteristics. 
Furthermore, cognitive theory (hierarchy of effects), signalling theory and hedonic 
consumption will be used to strengthen and contextualise the differences between the 
two event formats.  
The structure of this chapter is as follows. First, the delineation of ES and EM within the 
marketing communications literature is outlined. This is followed by an outline of the 
definitions and characteristics of sponsorship, as well as an analysis of the theoretical 
grounding of sponsorship within cognitive (hierarchy of effects) and signalling theories. 
Subsequently, EM’s definition, characteristics and theoretical grounding in terms of 
hedonic consumption are discussed. In the following two sections of the literature 
review, brand orientation and organisational innovativeness and their impact on 
marketing communications activities (e.g., ES and EM) are introduced. In the final 
section, the brand- and performance-related outcomes (brand awareness, brand 
attitude, brand performance and financial performance) of ES and EM are discussed. 
  CHAPTER 2: LITERATURE REVIEW 
PAGE 19 
2.2 The Definition of ‘Event’ 
 
 
In this section an overall understanding of the definition of ‘events’ is established. This is 
to provide a basis for the further development and usage of the term in ES and EM 
contexts. As a basic definition for use in this study, the researcher follows Kotler’s 
(2002) definition of the term. Kotler (2002, p. 576) describes events as:  
“…occurrences designed to communicate particular messages to target audiences”. 
This definition provides a rather broad approach to the term. It can be speculated that 
this is one of the reasons why it is cited in more recent publications in the event sector, 
such as those of Crowther (2010) and Crowther and Donlan (2011). A slightly different 
approach is taken by the Oxford Dictionary, which defines an event as “…a thing that 
happens or takes place, especially one of importance”. 
In the past, events have been considered from marketing and, specifically, sponsorship 
perspectives (Carrillat and d’Astous, 2012; Close, Scheinbaum and Lacey, forthcoming; 
Mazodier and Merunka, 2012; Olson and Thjømøe, 2012). Masterman (2014, p. 21) 
divides events into two categories: the first is ordinary (unplanned) events and the 
second is planned (special) events. The latter is further subcategorised into minor and 
major events (Masterman, 2014). Minor events often take place on a local scale, with 
few or no spectators (Masterman, 2014), whereas major events attract large audiences 
and are connected to high levels of prestige, legacy and national and/or global scales of 
media attention (Masterman, 2014). Major events are subcategorised into hallmark 
(e.g., the Red Bull Air Race) and mega-events (e.g., the FIFA World Cup, the 
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Olympics). Sponsors can support both event formats. Event formats can be 
distinguished based on their characteristics. The key criteria here are to differentiate 
between events; those that are sponsored by one or several sponsors and events that 
are owned and staged by one organisation/brand. The following section focuses on 
events that are supported by one or several sponsors. 
 
2.3 Sponsorship and Event Sponsorship 
 
Sponsorship is defined by Meenaghan (1983, p. 9) as “…the provision of assistance 
either financial or in-kind to an activity or commercial organisation for the purpose of 
achieving commercial objectives”. Additionally, Cornwell and Maignan (1998, p. 11) 
argue that sponsorship consists of two components: first, “…an exchange between a 
sponsor and a sponsee whereby the latter receives a fee and the former obtains the 
right to associate itself with the activity sponsored” and, second, “the marketing of the 
association by the sponsor”. 
The sponsorship domain has received considerable research interest over the past 
three decades. Sponsorship activities have been researched extensively in the context 
of events and their sponsorship. This has resulted in numerous definitions of the 
sponsorship of events. For example, Mullin (2007, p. 254) argues that sponsorship 
refers to “…the acquisition of rights to affiliate or directly associate with a product or 
event for the purpose of deriving benefits related to that affiliation or association” (see 
Table 1.  
  CHAPTER 2: LITERATURE REVIEW 
PAGE 21 
Cornwell and Maignan’s (1998) definition of sponsorship emphasises the importance of 
the leveraging of a sponsorship. The leveraging or activation of a sponsorship activity is 
considered a key factor for successfully achieving the commercial objectives of a 
sponsorship (Cornwell, Weeks and Roy, 2005). Cornwell and Maignan (1998) 
demonstrate a development in the understanding of the concept of sponsorship with 
regards to Meenaghan’s (1983) sponsorship definition. Thus, Cornwell and Maignan’s 
(1998) definition of sponsorship is used as the foundational definition in this study. 
Additional sponsorship definitions can be found in Table 1. 
Table 1 Sponsorship Definitions 
 
Author Quotation 
Sandler and Shani 
(1989) 
“The provision of resources (e.g., money, people, equipment) by an 
organization directly to an event or activity in exchange for a direct 
association to the event or activity. The providing organization can then use 
this direct association to achieve either their corporate, marketing, or media 
objectives” (p. 10). 
International Events 
Group (1999) 
“… a cash and/or in-kind fee paid to a property (typically a sports, 
entertainment, non-profit event or organization) in return for access to the 
exploitable commercial potential associated with that property”. 
Mullin, Hardy and Sutton 
(2007) 
“… the acquisition of rights to affiliate or directly associate with a product or 
event for the purpose of deriving benefits related to that affiliation or 
association” (p. 254). 
Gardner and Shuman 
(1988) 
“Sponsorship is defined as investments in causes or events to support 
corporate objectives, such as an enhancement of corporate image or an 
increase in brand awareness” (p. 78). 
Buehler (2009) “Professional sports sponsorship is a business-related partnership between 
a sponsor and a sponsee based on reciprocity. The sponsor provides 
financial or non-financial resources directly to the sponsee and receives a 
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predefined service in return in order to fulfil various sponsorship objectives” 
(p. 92). 
 
 
2.3.1 Types of Sponsorship 
 
 
Despite the large body of research concerning sponsorship, there is still no consensus 
with regard to how many types of sponsorship exist. Cliffe and Motion (2005, p. 1074) 
argue that four types of sponsorship events or activities exist that can be utilised to 
achieve marketing objectives. These include niche/fringe activities (e.g., extreme 
sports), mass appeal events (e.g., commercial sports sponsorship), manufactured 
events (event marketing) and community-based sponsorships. 
 
Following Cliffe and Motion’s (2005) research into multiple sponsorship portfolios, Olson 
(2002) investigated if sponsorships (e.g., ES) operate in the same way in different 
contexts. In particular, Olson (2010, p. 195) contrasts sport sponsorships with cultural 
sponsorships (e.g., music and arts) and concludes that, “…there is a lack of differences 
found in the way sponsorship works between sport and cultural contexts”. Furthermore, 
Olson (2002) argues that of all the sponsorships conducted, two thirds are conducted 
within an event (e.g., sports event) context.  
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Building on Olson’s (2002) findings, it can be argued that the majority of sponsorships 
conducted (e.g., sport events, cultural events) operate in similar ways, and therefore 
minimise the need for a differentiation between the outcomes of different types of 
sponsorship.  
 
Furthermore, there has been some confusion as to whether or not cause-related 
marketing (CRM) is a type of sponsorship, even though similar sponsorships (e.g., 
event sponsorship) and CRM can be clearly differentiated (Varadarajan and Menon, 
1988). Varadarajan and Menon (1988) argue that in a CRM setting, organisations invest 
in an activity based on the condition that participants of the CRM activity will directly 
contribute to the revenue of the organisation. This is in clear contrast to the 
psychological and long-term effects of sponsorship (e.g., ES), such as the creation of 
brand awareness or brand image, and this therefore separates sponsorship and CRM 
(Gwinner, 1997; Gwinner and Eaton, 1999; McDaniel, 1999). Now that the sponsorship 
definition for this project has been established, and sponsorship has been distinguished 
from CRM, a closer look at the objectives of sponsorship follows. 
 
2.3.1.1 Communication Objectives of Sponsorship and the Hierarchy of Effects 
 
 
The start of every sponsorship agreement is constituted by the signing of a sponsorship 
agreement in which the rights associated with the payment of the sponsorship fee such 
as branding, public relations (PR), advertising and employee incentives, are stated 
(Cornwell and Maignan, 1998; Sohn, Han and Lee, 2012). For an organisation, the 
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association with an existing event offers the opportunity to gain immediate exposure 
from small to global audiences who follow or attend the sponsored events (Meenaghan, 
2013). Sponsors develop commercialisation strategies based on such levels of 
exposure (Gwinner, 1997; Mack, 1999; Meenaghan, 1991; 2013). The level of exposure 
that results from sponsorship activities is an important indicator of the need to 
theoretically analyse ES.  
 
As outlined in Section 2.2.1, sponsorship (e.g., ES) operates to a large extent in the 
same way across different contexts (Olson, 2010). Thus, the communication objectives 
of sponsorship are applicable to its subcategories of sport sponsorship and ES. Lagae 
(2005, p. 44) categorises the objectives of sponsorship into three different types (see 
Table 2). 
 
Table 2 Sponsorship Outcomes 
Cognitive Objectives Affective Objectives Behavioural (Conative) 
Objectives 
Increasing brand awareness Supporting and changing brand 
image 
Increasing brand loyalty 
Clarifying brand interpretation Accentuating brand experience Supporting and stimulating 
sales 
  Creating distribution space 
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The above categorisation of ES objectives into cognitive, affective and conative 
outcomes is based on the hierarchy of effects (e.g., Lavidge and Steiner, 1961; Palda, 
1966). According to the hierarchy of effects, consumers are seen as rational decision 
makers who base their decisions on information evaluation (Hoek, 1999). Lavidge and 
Steiner (1961) identify a sequence of processes to help increase the effectiveness of 
marketing communications (e.g., ES). According to Lavidge and Steiner (1961) and 
Palda (1966, p. 13), individuals complete the following sequential steps as they move 
towards a purchase decision: 
 
Awareness  Knowledge  Liking  Preference  Conviction  Purchase 
 
Following Lavidge and Steiner (1961), Palda (1966, p. 13) categorises the above 
process into three categories: the cognitive (the realm of thoughts), the affective (the 
realm of emotions) and the conative (the realm of motives). The three stages of the 
hierarchy of effects (cognitive, affective and conative) lay the foundation on which 
Lagae (2005) develops the communication objectives of (events) sponsorship.  
 
Lavidge and Steiner (1961) and Palda (1966) introduced the hierarchy of effects for the 
purpose of evaluating marketing communication effectiveness (e.g., advertising and 
ES). Cornwell (2008, p. 46) argues that “…sponsorship decision making must be 
embraced as part of the domain of advertising management…”. Therefore, applying the 
hierarchy of effects within a sponsorship context is justified due to its relatedness to the 
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advertising domain. Several researchers in the sponsorship domain have applied this 
approach. Speed and Thompson (2000) classify the outcomes of ES in accordance with 
the hierarchy of effects as interest, favour and use of products or brands. Furthermore, 
Alexandris et al. (2011) evaluate sponsorship effectiveness based on a hierarchy of 
effects model following Barry and Howard (1990). Similar to Speed and Thompson 
(2000) and Alexandris et al. (2011), Cornwell et al. (2001) use a hierarchy of effects 
model to underpin the impact of sponsorship. However, Cornwell et al. (2001) argue 
that sponsorship is most suited to impact on the cognitive stage of the hierarchy of 
effects model, whereas the authors point out that it is more challenging to impact on the 
affective and conative stages of the hierarchy of effects model in terms of sponsorship 
activities. Despite the authors’ doubts regarding the impact of sponsorship on the 
affective and conative stages of the hierarchy of effects model, in a later paper Cornwell 
et al. (2005, p. 22) classify sponsorship outcomes based on all three stages of the 
hierarchy of effects model: cognitive (awareness, image), affective (liking, preference) 
and conative (purchase intent, purchase commitment and purchase). Similar to the 
hierarchy of effects, information evaluation plays a significant role in signalling theory 
(Dean, 1999; Walker et al., 2011). The following section introduces signalling theory in 
the context of (events) sponsorship. 
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2.3.2 Signalling Theory in the Sponsorship Context 
 
Signalling theory is described by Clark et al. (2002, p. 26) as revolving “…around the 
judicious use of signals that are consistent with the attainment or possession of a 
particular and valued attribute that, in the absence of the signal, would be very difficult 
to unambiguously convey”. Signalling theory has its origins in economics research, 
specifically in the domain of information economics (Erdem and Swait, 1998). Officially 
introduced by Ross (1977), signalling theory was originally used to explain and justify 
the impact of managerial announcements on the financial dimension (e.g., stock value) 
of an organisation. However, the application of signalling theory is not limited to a 
financial context. Authors such as Stiglitz (1989) apply signalling theory to establish the 
price of goods as a sign of their quality. This means that consumers perceive a good 
that is priced relatively highly compared to the average market price as being higher in 
quality (Stiglitz, 1989). In contrast to Stiglitz’s (1989) study, Kihlstrom and Riordan 
(1984) apply signalling theory from an advertising perspective. The authors argue that 
even though there is no direct link between high levels of advertising expenditure and 
high levels of product quality, in the long run, high levels of product advertising for 
products with a high quality can result in more repeat purchases compared to the 
purchase levels of products of a lower quality (Kihlstrom and Rioardan, 1984). Previous 
studies, such as those by Zeithaml (1988) and Boulding and Kirmani (1993), use 
signalling theory as a basis for assessing consumers’ quality perceptions. 
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Further studies within the marketing domain applying signalling theory have been 
conducted by Dean (1999) and Walker et al. (2011). Both Dean (1999) and Walker et al. 
(2011) use signalling theory in the ES context. 
 
The growing ineffectiveness of traditional forms of communication (e.g., advertising) has 
led many organisations to use sponsorship (e.g., ES) as a means of engaging with 
customer segments (Chien et al., 2011; Yaveroglu and Donthu, 2008). Dean (1999) and 
Walker et al. (2011) argue that signalling theory can be applied if the levels of 
information about a product are asymmetrical between the seller and the buyer of that 
product. In such a scenario, a seller provides tangible information through cues to 
consumers to support the information evaluation process (Walker et al., 2011). Gwinner 
(1997) outlines three such cues: (1) type of event, (2) character of the event and (3) 
individual factors (to result from the event attendee/follower’s perception or image of the 
event) that can be used to interpret an event. The resulting information can then be 
used by event sponsors to develop and communicate information (signals) that can 
positively affect the cues outlined above to the advantage of the event and/or event 
sponsor (Walker et al., 2011). Therefore, as evidenced by the strong presence of 
signals (e.g., board and shirt sponsorship), signalling theory plays a key role within the 
sponsorship context as it provides the basis for the development of successful 
sponsorship communication. 
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In the following section, the focus shifts from ES and a theoretical analysis of ES 
towards EM. EM is introduced as a unique event format that can be distinguished from 
ES, based on its characteristics and theoretical underpinning. 
 
2.4 Event Marketing (EM)  
 
In addition to the conceptualisation of events in the context of sponsorship research, 
events have also been thought of separately as a marketing tool. On this basis, EM has 
been conceptualised by Cunningham and Taylor (1995) as any marketing activity that 
involves a form of an event, while Sneath et al. (2005) distinguish between a) the 
marketing of an event, such as the promotion of an upcoming event and b) marketing 
through an event (e.g., a corporate fair). Additionally, authors such as Cornwell and 
Maignan (1998, p. 12) and Close et al. (2006) have suggested that, in fact, EM includes 
ES.  
 
However, Nufer (2007) clearly distinguishes between EM and ES by stating that EM is 
“…an interactive communications tool, which uses self-initiated, planned, executed and 
evaluated customer segment specific events as part of an integrated marketing 
communications strategy”.1 Following Nufer (2002; 2007), Lacey, Close and Finney 
(2010) argue that ES and EM are two clearly distinct formats. However, whereas Nufer 
                                                          
1 Original source: Nufer, 2007, p. 21:“Event-Marketing ist ein interaktives sowie erlebnisorientiertes 
Kommunikationsinstrument, das der zielgerichteten, Zielgruppen- bzw. Szenenbezogenen Inszenierung von eigens 
initiierten veranstaltungen sowie deren Planung, Realisation und Kontroll eim Rahmen einer Integrierten 
Unternehmenskommunikation dient”. 
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(2007) seemingly excludes the notion of sponsorship from the EM concept, Lacey et al. 
(2010) note that EM is an individual event format, which can contain elements of 
sponsorship. Yet, Lacey et al. (2010) do not define EM, which could be the result of the 
so-far very scarce English-based literature covering EM as a separate notion.  
 
Notwithstanding, EM and ES differ on the basis of their characteristics as well their 
underlying theoretical platforms. The following sections discuss the characteristics of 
EM in relation to that of ES, and the underlying theoretical platform that highlights key 
differences between the two concepts. 
 
 
2.4.1 The Unique Characteristics of Event Marketing 
 
 
As defined in Section 2.3, EM displays very unique characteristics that differentiate it 
from ES and reflect the commercial applicability of EM. Organisations that decide to use 
EM formats conceptualise, initiate and execute their own events (Drengner et al., 2008; 
Nufer, 2002; 2007). Such events are designed around organisations’ brands and 
products and are executed based on a time plan, which allows events marketers to 
choreograph an event for a specific target group or customer segment (Drengner et al., 
2008; Nufer and Buehler, 2011). Such choreographed and customer segment-specific 
events enable events marketers to communicate marketing messages that are more 
target directed and in more detail, thus increasing the effectiveness of EM as a 
marketing communications instrument (Drengner et al., 2008; Nufer and Buehler, 2008). 
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The format of EM is developed on an experiential and brand-centric platform (Drengner 
et al., 2008; Whelan and Wohlfeil, 2006). This means that an organisation that employs 
EM as a marketing communications tool creates an interactive and engaging event 
format, which is developed around the organisation’s brand and products (Drengner et 
al., 2008). Such an event is designed in a way such that there is a constant level of 
interaction between the event attendee/follower and the brand/products of the 
organisation that designed the event (Whelan and Wohlfeil, 2006). This constant 
interaction supports the formation of emotional ties between the event attendee/follower 
and the staging of the organisation’s brands and products (Nufer and Buehler, 2011). 
Furthermore, the interaction positively influences the event attendee or follower’s 
attitude towards the event-staging organisation’s brand and products (Nufer and 
Buehler, 2011).  
 
In addition, organisations use EM to engage event attendees or followers in experiential 
and brand-centric event experiences with the objective of positively influencing their 
brand attitudes (Whelan and Wohlfeil, 2006). The shift from using events activities on a 
tactical level to a more strategic level is described by Crowther (2011). The author 
emphasises that organisations that target and communicate with specific customer 
segments design event experiences of which they are in full control, and are therefore 
able to communicate the right marketing messages at the right time to the right 
audience (Crowther, 2011). Cliffe and Motion (2005) refer to such designed experiences 
as manufactured events, which are utilised to provide in-depth brand experiences and 
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enhance loyalty among the event attendees/followers. For organisations, EM reflects a 
strategic events-based communications tool, which helps marketers minimise the risk of 
sponsorship clutter and ambush marketing and, at the same time, provides marketers 
with a strategic marketing platform to establish and further develop customer 
relationships, which can positively influence brand and performance dimensions (Close 
et al., 2006; Drengner et al., 2008; Nufer and Buehler, 2011; Whelan and Wohlfeil, 
2006). 
 
2.4.2 Hedonic Consumption in the Event Marketing Context 
 
 
EM is viewed as an experiential, interactive and brand-centric marketing 
communications tool with the strategic objective of forming and further developing 
emotional ties between event attendees/followers and the event-staging brand around 
which the event experience is designed (Drengner et al., 2008; Nufer and Buehler, 
2011; Whelan and Wohlfeil, 2006). These unique features possess strong 
resemblances to the key attributes of hedonic consumption as described by Hirschman 
and Holbrook (1982) and Holbrook and Hirschman (1982). Hirschman and Holbrook 
(1982, p. 92) define hedonic consumption as “…those facets of consumer behaviour 
that relate to the multisensory, fantasy and emotive aspects of product usage 
experience”. 
In the early 1980s, Holbrook and Hirschman (1982) described a shift in the consumer 
behaviour research domain. Up to this point, consumer behaviour was described using 
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information processing models, in which consumers are treated as logical thinkers who 
make decisions based on their individual problem-solving skills (Holbrook and 
Hirschman, 1982). Hirschman and Holbrook (1982) developed a new theory about the 
process of consumption, which describes each individual subjective consumption 
experience as the result of the impact of sensory pleasures and emotional responses 
caused by the lived experiences of each individual. Such lived and engaging 
experiences can result from participation in leisure activities (e.g., concerts and arts 
exhibitions) or sensory emotions caused by in-store experiences or any other setting 
that provokes emotional responses in the consumer (Holbrook and Hirschman, 1982). 
Thus, the “…experiential perspective explores symbolic means of more subjective 
characteristics (cheerfulness, sociability, elegance)”, which are unique to each individual 
(Holbrook and Hirschman, 1982, p. 134). 
 
2.4.3 Pleasure as a Key Factor of Hedonic Consumption 
 
 
Similar to Holbrook and Hirschman (1982), Alba and Williams (2013) argue that 
pleasure as a result of a consumption experience at an event or while testing a product 
is a key criterion for the constitution of hedonic consumption. Alba and Williams (2013, 
p. 4) describe four types of pleasure: 
a) “Socio-pleasures emanating from the senses” 
b) “Physio-pleasures emanating from the interpersonal and group relationships” 
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c) “Ideo-pleasures emanating more broadly from product meanings and personal 
values”, and 
d) “Psycho-pleasures emanating from one’s emotional and cognitive reactions to 
product use”. 
 
In the context of EM, these four types of pleasure can be very closely linked to the 
characteristics of EM described in Sections 2.4 and 2.4.1. The experiential and 
interactive nature of EM is a likely source for the pleasures described under a) socio, c) 
ideo and d) psycho. As described in Sections 2.3 and 2.3.1, EM formats are developed 
around organisations’ brands and products with the aim of emotionalising the brand-
consumer relationship (Nufer and Buehler, 2011; Whelan and Wohlfeil, 2006). 
 
The pleasure described under b) physio, which results from interpersonal and group 
relationships, can be linked to the segment or target group-specific nature of EM (Nufer 
and Buehler, 2011). EM formats are designed for specific customer segments or target 
groups (Nufer and Buehler, 2011). Abrahams (1976) argues that members of 
homogeneous groups develop stronger and more positive social interactions than 
members of heterogeneous groups. Therefore, event attendees/followers who share 
common interests or demographics are likely to develop a group feeling and 
interpersonal communication and relationships, which then can result in physio-
pleasure. Psycho-pleasure can also result from those experiences (Csikszentmihalyi, 
1975). 
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2.4.4 The Flow Construct and Hedonic Values 
 
 
The construct of flow is described by Csikszentmihalyi (1975) as a psychological and 
enjoyable state of mind that people experience if they are fully involved in an activity 
such as sports or arts. Similarly, Alba and Williams (2013) describe flow as the deep 
enjoyment or fulfilment experienced through an activity. Drengner et al. (2008) link the 
flow construct to EM. The authors highlight the importance of event “flow” for the overall 
impact EM can have for the staging brand, as a result of its interactive and 
emotionalising setting. Such impact is largely dependent on two factors. First, the 
degree to which brands can embed their products and services in an experiential and 
emotionalising setting and, second, the strength of the hedonic values of the individual 
product or service.  
 
Hedonic values are defined by Overby and Lee (2006, p. 1161) as: 
“…an overall assessment (i.e., judgement) of experiential benefits and sacrifices, such 
as entertainment and escapism”. 
 
Aroean and Michaelidou (2014) argue that certain goods and services have stronger 
hedonic value than others. The authors further argue that consumers are drawn towards 
people, products or brands to which they have developed emotional ties (Aroean and 
Michaelidou, 2014). Such ties can be the result of flow experiences in an EM setting 
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and can result in the development of positive attitudes towards a brand. However, the 
type of product and/or service, and the strength of the respective hedonic values, 
determine the degree to which an experiential setting can influence attitude formation as 
a result of an event experience (Aroean and Michaelidou, 2014). Brand attitude is one 
of the brand outcomes of ES and EM explored in Section 2.6. 
 
2.5 The Impact of Event Sponsorship and Event Marketing on Brand and 
Performance Dimensions 
 
In the previous sections, ES and EM are established as two distinct event formats 
based on their individual characteristics and theoretical underpinnings. In this section 
the outcomes of ES and EM, including a) brand awareness, b) brand attitude, c) brand 
performance and d) financial performance, are introduced and discussed. The 
outcomes of ES and EM follow the contents of Section 2.2.2, which introduced the 
hierarchy of effects. Within the hierarchy of effects, brand awareness represents the 
cognitive stage, brand attitude the affective stage, and brand and financial performance 
the conative stage (Cornwell et al., 2005; Palda, 1966). 
 
2.5.1 Brand Awareness 
 
Brand awareness is a cornerstone of brand and brand-building literature (Buil and de 
Chernatony, 2013). Brand awareness is therefore often used as a key outcome when 
evaluating the results of brand-building event-based marketing initiatives (Close et al., 
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2006; Papadimitriou et al., 2008). Keller (1993, p. 74) defines brand awareness as 
“…the strength of the brand trace in memory that is reflected by the consumer’s ability 
to identify the brand under different conditions”. Phrased slightly differently but retaining 
the same underlying message, Hoyer and Brown (1990, p. 141) define brand 
awareness as “…a rudimentary level of brand knowledge involving, at least, recognition 
of the brand name”. 
 
Both the definitions by Keller (1993) and Hoyer and Brown (1990) identify the 
recognition of a brand and/or a brand name as a result of previous exposure of the 
consumer to the brand as the defining criteria for brand awareness. However, in 
contrast to Keller (1993), Hoyer and Brown (1990) further describe brand awareness as 
being part of a continuum of brand knowledge in which brand awareness represents the 
lowest level in the overall formation of brand knowledge. Keller (1993) focuses on the 
strength of the brand trace in consumers’ memories, but fails to elaborate on the 
relationship between brand awareness and brand knowledge in his definition of brand 
awareness. In fact, Keller (1993) identifies brand awareness and brand image as 
forming brand knowledge. Hoyer and Brown (1990) understand awareness as a 
rudimentary level of brand knowledge; however, the authors do not incorporate brand 
image as a dimension of brand knowledge. Keller (2003) further specifies brand 
awareness as being one of the eight components of brand knowledge. In terms of 
strengthening the importance of brand awareness, Holden and Lutz (1992), Holden 
(1993) and Carpenter and Nakamoto (1989) point out that brand awareness functions 
as an anchor around which brand associations can be formed. Similarly, Rossiter and 
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Percy (1987) argue that brand awareness is the initial step upon which further 
marketing communications activities build. The notion of brand awareness acting as an 
anchor or starting point for future marketing communication activities is also reflected in 
Aaker’s (1996) three elements of brand awareness: a) recognition, b) recall and c) top 
of mind (TOM). Aaker (1996) argues that the three elements of brand awareness 
support confidence building in terms of sellers of products, which generates high levels 
of brand awareness. Similarly to Aaker (1996), Romaniuk and Sharp (2004) attribute 
TOM as the key element of brand awareness. The authors note that brand recall is 
often referred to as the main element of brand awareness; however, as they point out, 
for a brand or organisation, TOM is the most important element of brand awareness. 
This is because TOM impacts the consumers’ purchase decision-making process 
(Romaniuk and Sharp, 2004). Keller (1993), Hoyer and Brown (1990) and Macdonald 
and Sharp (2000) suggest that consumers use brand awareness as a heuristic. A 
heuristic is defined as “…a simple rule of thumb that leads to decisions in little time and 
with little information and computation (Katsikopoulos and Gigerenzer, 2013, p. 4). 
Hoyer (1984) investigated how many different products/packages consumers evaluate 
before finally deciding on which product/package to choose. Hoyer (1984) states that, 
on average, consumers evaluate 1.2 packages before making the final selection. Thus, 
Hoyer (1984) claims that consumers use brand awareness as a heuristic to shorten the 
decision-making process. Macdonald and Sharp (2000) further specify the importance 
of brand awareness as a heuristic for the development of consumers’ consideration sets 
when it comes to purchasing decision making. In particular, brand awareness as a 
heuristic plays a significant role in common and repeat product purchases, in that 
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consumers do not spend long periods of time evaluating different products (Macdonald 
and Sharp, 2000). To create brand awareness and therefore shorten consumers’ 
evaluation cues, brands use symbols which enable consumers to more easily recollect 
existing associations with brands (Carpenter and Nakamoto, 1989). MacInnis, Shapiro 
and Mani (1999) investigated the impact of brand symbols on brand awareness. 
MacInnis et al. (1999) subcategorise brand symbols into a) pictorial depictions of brand 
names and b) pictorial depictions of product categories. Furthermore, the authors 
identified two dimensions (benefit communication and physical interaction) that have the 
potential to initiate relational processing. MacInnis et al. (1999) conclude that benefit 
communication, as well as physical interaction, affect brand awareness through 
recognition memory and cued recall. Therefore, it can be argued that the findings of 
MacInnis et al. (1999) link the importance of brand symbols and brand awareness, and 
strengthen the importance of brand symbols used by organisations to increase brand 
awareness levels. Percy and Rossiter (1992, p. 266) comment that brand awareness is 
a “…necessary communication effect if brand purchase is to occur”. However, brand 
awareness is not the only necessary communication effect if brand purchase is to occur; 
brand attitude is the second necessary communication effect that is needed to trigger 
brand purchase, as described by Percy and Rossiter (1992). 
 
2.5.2 Brand Attitude  
 
 
Brand attitude is defined by Dolbec and Chebat (2013, p. 461) as “…the general 
appreciation of a brand by a consumer”. Folse, Burton and Netemeyer (2013, p. 333) 
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define brand attitude as “…a brand evaluation that stems from reactions to both 
favorable and unfavorable brand information”. Similar to other brand dimensions (e.g., 
brand awareness), brand attitude can be seen as a heuristic applied by consumers to 
shorten evaluation processes as a result of limited cognitive capabilities for the 
processing of information (Bettman, 1979). A heuristic in the context of brand attitude is 
further described by Fishbein and Ajzen (1975) as a predisposition resulting from 
previous experiences that is then used to respond in a consistent manner (positive or 
negative) to a situation or object. Yi (1991) describes the above process of forming and 
applying brand attitude as a heuristic, and hence as a filtering system for how 
individuals perceive objects. The application of brand attitude as a heuristic is often a 
behavioural reaction. Both Fishbein and Ajzen (1975) and Zarantonello and Schmitt 
(2010) argue that brand attitude causes behavioural changes or actions. This is in 
agreement with Percy and Rossiter (1992, p. 266) who identify four main characteristics 
of brand attitude: a) the current motivation of buyers and related changes of brand 
evaluations as a result of changing motivations; b) a cognitive component (guides 
behaviour) and an affective component (energises behaviour); c) “the cognitive 
component may be comprised of a series of specific benefit beliefs. In and of 
themselves these are not the attitude, but rather the reasons for the brand attitude”; and 
d) brand attitude is relative depending on the individual product category and the 
underlying motivation of the consumer. Based on the notion of motivation, Katz (1960) 
determines four main functions that attitudes perform for an individual’s personality. 
First, the utilitarian function, which individuals use to gain maximum reward and 
minimise punishment resulting from an object or activity. Second, the ego-defensive, 
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which individuals use to shelter themselves from realities and issues in their lives and 
their direct environment. Third, the value expressive function, which is used by 
individuals to gain satisfaction by stating attitudes that are in line with their personal 
values and their understanding of themselves as an individual. The final function is the 
knowledge function, which is used by individuals to structure, clarify and bring 
consistency to an individual’s universe.  
 
The functions of attitudes outlined above - 1.) utilitarian function; 2.) ego-defensive 
function; 3.) value-expressive function; and 4.) knowledge function - are critical if 
attitudes are to be influenced or changed by marketers. Following the discussion of the 
psychological underpinnings of attitudes is a discussion of the research that 
incorporates attitudes in the context of brands (brand attitude). 
 
Aaker and Jacobson (2001) evaluate the relevance of brand attitude for high tech 
brands from the computer industry using a bi-variate model. The authors’ findings 
demonstrate that brand attitude can be used to predict future performance (e.g., 
financial performance). In addition, the authors add depth to their research findings 
using interviews and they identify five factors that can cause changes in brand attitude 
in a high tech setting: 1) new products paired with aggressive advertising; 2) product 
problems; 3) change in top management; 4) competitive action; and 5) legal action 
(Aaker and Jacobson, 2001). Aaker and Jacobsen (2001) are aware of the limitations of 
their findings with regard to the very specific high tech setting they investigate. They 
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identify the notion of advertising as having an effect on brand attitude. Gardner (1985) 
uses an experimental setting to identify how far advertising affects attitudes towards an 
advertised brand. The author concludes that attitudes towards the actual 
advertisements play a key role in the impact on brand attitude towards the advertised 
brand, as it mediates the relationship between advertisement and advertised brand 
(Gardner, 1985). Further, Aaker and Jacobson (2001) outline five factors impacting on 
brand attitude. The authors identify new green products (see factor 1) from Aaker and 
Jacobson (2001) to positively impact brand attitude. The study highlights that factors 
such as product type and credibility of the information source influence the degree to 
which a new green product influences brand attitude (Olsen et al., 2014). Aaker and 
Jacobson’s (2001) and Olsen et al.’s (2014) findings agree with those of Keller and 
Lehmann (2003), who argue that brand attitude can be influenced and changed. Further 
studies, such as that by Yi and Yoo (2011), identify other factors that influence brand 
attitude. In their experimental study, Yi and Yoo (2011) describe sales promotions that 
impact on brand attitude. However, the nature of the impact of sales promotions on 
brand attitude (positive or negative) depends on the duration of the sales promotion 
activity, as well as whether or not the promotion is of monetary nature, involving 
discounts. Further factors that influence brand attitude are identified by Sirgy, Lee, 
Johar and Tidwell (2008) who, based on a survey study, find that the level of self-
congruity between the respondents and sponsorship positively impacts brand attitude. 
Within the sponsorship domain, congruity has received significant attention from 
researchers as well as practitioners (Koo, Quarterman and Flynn, 2006; Mason and 
Cochetel, 2006; Speed and Thompson, 2000). 
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2.5.2.1 The Principle of Congruity  
 
One can legitimately claim that individuals have attitudes or pre-dispositions towards 
different objects (Osgood and Tannenbaum, 1955). However, the attitude one has 
towards one object does not necessarily match or remain congruent with an attitude 
towards another object. For example, an individual might have a very positive attitude 
towards team sports, but a negative attitude towards cigarettes or cigarette brands. In 
this context, Osgood and Tannenbaum (1955, p. 43) argue that an “…issue of congruity 
arises whenever a message is received, which relates two or more objects of judgement 
via an assertion”. Relating back to the example of team sports and cigarettes, it can be 
said that in a context where team sports and cigarettes are mixed, an issue arises for 
individuals as a result of the positive and negative pre-dispositions towards the two 
objects within one context. Thus, the assertion or context of the statement can 
determine whether congruence or incongruence between two objects arises (Osgood 
and Tannenbaum, 1955). In this case, a team sports event supporting a non-smoking 
campaign is likely to result in congruent beliefs of individuals, whereas a cigarette brand 
supporting a team sports event is more likely to cause non- or incongruency for 
individuals based on the individual’s prior attitudes. This is supported by Osgood and 
Tannenbaum (1955, p. 43), who describe the principle of congruity or congruence in 
human thinking as “…changes in evaluation [that] are always in the direction of 
increased congruity with the existing frame of reference”.  
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Congruity theory has found considerable application within the sponsorship domain. In 
the context of sponsorship research, congruity theory has been referred to as “fit” 
(Cornwell, Humphreys, Maguire, Weeks and Tellegen, 2006; Zdravkovic, Magnusson 
and Stanley, 2010), “congruence” (Speed and Thompson, 2000), “similarity” (Gwinner 
and Eaton, 1999) or “relevancy” (Rodgers, 2003). The above terms are used 
interchangeably within the sponsorship domain but refer to the same principle of 
congruity (Zdravkovic et al., 2010). Jagre, Watson and Watson (2001) differentiate 
between two types of congruity: audience congruity and event congruity. Audience 
congruity refers to the idea that the audience of a sponsored event reflects the 
sponsor’s target audience or customer segment core interests, activities and opinions 
(Jagre et al., 2001). Event congruity refers to the relatedness of an event sponsor’s 
brand, products or services to the actual event, based on the perceptions of the event 
attendees (Jagre et al., 2001).  
 
Congruity within the sponsorship context is understood to provide a logical link between 
a sponsor and a sponsee (Fleck and Quester, 2007). Such a link is paramount for 
sponsors if commercial benefits are to be achieved from the targeted audience via 
sponsorship (Farrelly, Quester and Burton, 1997). Authors such as Meenaghan (2002) 
and Madrigal (2000) argue that the higher the congruency between sponsor and 
sponsee, the more positive the outcomes for both entities involved. Further empirical 
studies, such as those of Gwinner (1999) and Speed and Thompson (2000), support the 
claims of Meenaghan (2002) and Madrigal (2000). Cornwell, Weeks and Roy (2005) 
argue that consumers challenge the motives of a sponsor to sponsor less if the 
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sponsor-sponsee relationship has a high level of congruency. However, a certain 
degree of incongruency can also be beneficial for sponsorship outcomes. Jagre et al. 
(2001) argue that incongruent information regarding sponsor-sponsee relationships can 
result in increased effort on the part of the consumer, and a more elaborate processing 
of the provided sponsorship information, hence leading to better recall and recognition 
of the sponsor. Successful or effective sponsorships have proven to positively impact 
organisations’ performance dimensions, such as brand performance and financial 
performance (Kim, 2010). 
 
2.5.3 Brand Performance 
 
 
Brand performance has been portrayed from different angles. Lai, Chiu, Yang and Pai 
(2010, p. 460) understand brand performance as “…financial performance brought by 
the supplier’s brands and perceived by buyers”, whereas O’Cass and Weerawardena 
(2010, p. 575) define brand performance as “…the relative measurement of the brand’s 
success in the marketplace”. 
Furthermore, Lee et al. (2008) argue that brand performance consists of customer 
performance and financial performance. In contrast to Lai et al. (2010), O’Cass and Ngo 
(2007b) see brand performance as a lone-standing performance dimension as they 
differentiate between organisational performance and brand performance. Moreover, 
O’Cass and Ngo (2007a; 2007b) portray brand performance as the micro-level view of 
the firm’s performance. O’Cass and Ngo (2007a; 2007b) argue that organisations 
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compete with their brands, and therefore brand performance is a key indicator of the 
competitiveness of an organisation. 
 
Despite the differing definitions of brand performance, the extant literature uses market 
share as one of the key indicators to describe performance—specifically brand 
performance (Chaudhuri and Holbrook, 2001; O’Cass and Ngo, 2007; Oliveira-Castro et 
al., 2008). Further indicators for brand performance are sales growth and the perception 
of overall brand performance (O’Cass and Ngo, 2007a). 
 
Moreover, brand performance can be influenced by different factors. Harris and de 
Chernatony (2001) identify congruency among brand management team members as a 
driver for brand performance, whereas Chaudhuri and Holbrook (2001) investigate the 
role of purchase loyalty and attitudinal loyalty in the process of driving brand 
performance. The authors conclude that purchase loyalty positively influences market 
share and attitudinal loyalty, driving the price paid for a brand (Chaudhuri and Holbrook, 
2001).  
 
Chaudhuri and Holbrook (2001) highlight the importance of marketing mix decisions for 
a brand’s performance. The decision as to whether to employ marketing tools, such as 
ES and EM, can have a significant impact on a brand’s strength (Madhavaram, 
Badrinarayanan and McDonald, 2005). Thus, O’Cass and Weerawardena (2010) and 
Hoeffler and Keller (2002) argue that the development of a strong brand is a key 
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objective for organisations. In particular, O’Cass and Weerawardena (2010, p. 575) 
highlight that strong brands “…create stronger earnings, and will be more stable in 
[their] marketplace performance”. Therefore, the creation of a strong brand which 
consumers can clearly differentiate from other brands, is a key driver for a brand’s 
individual performance (O’Cass and Weerawardena, 2010). Romaniuk and Gaillard 
(2007) argue that the more easily consumers can differentiate a brand from competitor 
brands and the more unique a brand is, the more likely it is for such a brand to be 
stocked by distributors and retailers. Following O’Cass and Ngo (2007a), increased 
distribution space and a unique brand are likely to result in a larger volume of sales for 
the brand (Wang and Gerchak, 2001), hence a better brand performance. As stated 
above, brand performance is an independent performance dimension and 
distinguishable from financial performance (Hooley, Greenley and Cadogan, 2005; 
O’Cass and Ngo, 2007b). 
 
2.5.4 Financial Performance 
 
Chen et al. (2013, p. 1183) define financial performance as “…the degree of a firm’s 
ability to perform profit and sales growth”. Similar to Chen et al. (2013), Nybakk (2012, 
p. 2) also incorporates sales in his definition of financial performance, which he outlines 
as “…a firm’s key measure of financial success over time, such as return on sales and 
overall competitiveness”. The notion of competitiveness can also be found in Hooley et 
al.’s (2005) approach to conceptualising financial performance. They argue that 
financial performance is formed of customer performance and market performance. 
Both Chen et al.’s (2013) and Nybakk’s (2012) definitions include factors (e.g., level of 
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sales and competitiveness) that are incorporated in Hooley et al.’s (2005) approach to 
conceptualising financial performance.  
 
The question of whether strong brands contribute to an organisation’s financial 
performance is becoming one of growing importance for marketing executives. Lehman 
(2004) highlights the importance for marketers to evaluate and contrast marketing 
spending (e.g., on ES and EM) against the impact of such marketing activities on an 
organisation’s financial performance. To achieve high levels of sales and 
competitiveness, and hence a strong financial performance, organisations increasingly 
invest in market-based assets, such as their brand(s), in order to achieve this objective 
(Ramaswami, Srivastava and Bhargava, 2009). Thus, the importance of brands for an 
organisation’s financial performance is constantly growing (Ramaswami et al., 2009). 
Similar to Ramaswami et al. (2009), Wong and Merrilees (2008) argue that strong 
brands positively influence the development of an organisation’s financial performance. 
The authors describe increasing levels of brand centrism as positively impacting an 
organisation’s financial performance. Similarly, Lassar, Mittal and Sharma (1995) 
conceptualise brands as having a strong impact on an organisation’s financial 
performance. Kim, Kim and An (2003) not only conceptualise this concept; they also 
empirically analyse the impact of 12 luxury hotel brands on their respective 
organisations’ financial performance. Direct sales resulting from room fees, food, 
beverages and other services were used to measure the impact of the hotels’ brands on 
their respective organisations’ financial performance (Kim et al., 2003). The findings 
clearly indicate the hotel brands’ strong impact on their respective organisations’ 
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financial performance. A further indication of brands’ positive influence on financial 
performance has been uncovered by Seggie, Kim and Cavusgil (2006), who investigate 
the impact of intangible assets (e.g., brands) on the financial performance of an 
organisation from a resource-based perspective. Seggie et al. (2006) found an 
organisation’s market performance positively impacts on financial performance. 
Therefore, strengthening an organisation’s brand has positive implications for the 
organisation’s financial performance. To achieve this, marketing activities have to be 
undertaken that specifically focus on the branding aspect of an organisation. Peloza and 
Shang (2011) note that events-based marketing activities offer organisations a context 
in which they can communicate key brand messages to consumers. The work of 
authors such as Close et al. (2006) and Sneath et al. (2005) highlight that event-based 
marketing activities can increase the purchase intentions of event consumers and 
hence the level of sales. Since the level of sales is a key contributor to financial 
performance and further adds to the profit levels of organisations, events-based and 
brand-centric marketing activities can positively impact financial performance 
(Ramaswami et al., 2009). Similarly, Wong and Merrilees (2008) point out that brand-
centric (meaning brand-oriented) approaches positively impact financial performance. 
 
2.6 Brand Orientation  
 
 
Urde (1999, p. 117) defines brand orientation as “…an approach in which the processes 
of the organisation revolve around the creation, development and protection of brand 
identity in an on-going interaction with target customers with the aim of achieving lasting 
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competitive advantage”. Finding alternative ways of developing a competitive advantage 
is becoming increasingly important, since organisations which compete in the global 
marketplace can no longer solely rely on the quality of their products to be successful 
(Aaker, 2004). In fact, besides offering products that meet customer needs, 
organisations are competing as brands on a global scale (Holt, Quelch and Taylor, 
2004).  
In an organisational context, orientation is understood as “…a firm’s proclivity to adopt 
specific values, agree with specific norms, and act or operate in specific ways” 
(Cadogan, 2012, p. 340). When an organisation chooses a specific orientation such as 
brand orientation, this is a long-term decision which requires detailed planning and 
adaption processes (Cadogan, 2012; Hankinson, 2012; Le Meunier-FitzHugh and Lane, 
2009). There are different forms of orientations that can be adopted by organisations, all 
of which are a part of the organisational learning domain (Louro and Cunha, 2001; 
Urde, Baumgarth and Merrilees, 2013). Organisational learning has been defined as 
“…the process of improving actions through better knowledge and understanding the 
development of insights, knowledge and associations between past actions, the 
effectiveness of those actions and future actions” (Fiol and Lyles, 1985, p. 811). 
Organisational learning consists of the collection, evaluation and dissemination of 
market information. The result of organisational learning can be the formation or 
sustainment of a competitive advantage (Jimenez-Jimenez and Sanz-Valle, 2011). 
Additionally, organisational learning can be achieved by individuals within corporations. 
Individuals’ interactions with external parties can result in the development of 
individuals’ understanding and knowledge. Individuals then transfer the newly gained 
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and/or restructured knowledge and understanding into the organisation. This form of 
interaction-based learning can lead to the adaption of organisational processes, 
products and services and result in the delivery of higher quality and service standards 
and also provides an alternative route to develop a competitive advantage through 
organisational learning (Melton et al., 2006; Peteraf, 1993). The importance of 
marketing activities in the process of supporting an organisation’s learning aspirations 
has been evaluated by Peters et al. (2009), who describe an organisation’s marketing 
activities and/or capabilities as a key aspect in the development of a competitive 
advantage. 
 
Other organisational learning constructs, such as market orientation, help 
organisaations to understand and succeed in the business environment. However, a 
competitive strategy based solely on market orientation is dependent on the current 
strength of the economy (Noble et al., 2002), whereas a brand-oriented approach 
focuses more on developing a competitive advantage based on a strong core brand and 
is therefore less dependent on the strength of the economy (Aaker and Joachimsthaler, 
2003; Urde, 1994; 1999).  
 
Brand orientation requires an understanding that a brand is a strategic resource that is 
core to an organisation’s success (Urde, 1994; 1999). Urde (1999) further argues that 
the process of understanding, developing and using a brand as a strategic resource is 
dependent on whether an organisation understands the importance of its internal 
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resources for the development of a strong brand and of the brand itself as a competitive 
advantage. 
 
According to Jugulum and Sefik (1998), companies have to align all business units with 
the corporate strategy in order to achieve stronger business performance. In the case of 
a brand-oriented strategy, the individual business units develop its processes around 
the brand of a company. For corporations in the process of adopting or maintaining a 
brand-oriented strategy, the allocation or re-allocation of internal resources with a 
specific focus on staff knowledge and performance is paramount (Urde, 1999; Jugulum 
and Sefik, 1998). Hankinson's (2001) findings support this, as his investigation of UK-
based charities show that brand orientation is achieved through management and 
marketing communication. However, brand orientation and the resulting marketing 
communication activities are not sufficient to develop or maintain a competitive 
advantage. Thus, Wong and Merrilees (2007) point out that, aside from branding, 
innovation plays a significant role in creating successful organisations. 
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2.7 Innovation and Innovativeness 
 
 
The concept and idea of innovation is widely discussed in academia. Nevertheless, no 
consensus has been reached with regards to the definition of the concepts of innovation 
and innovativeness. Innovation and innovativeness have been described from different 
points of view. Zahra and Covin (1994, p. 183) understand innovation as “…the life 
blood of corporate survival and growth”. Closely related to the definition of innovation is 
the concept of innovativeness. Hurley and Hult (1998, p. 44) define innovativeness as 
“…the notion of openness to new ideas as an aspect of a firm’s culture”. Salavou (2004) 
also describes innovativeness as an organisation’s intention to innovate.  
Innovativeness has been investigated from technological-, behavioural- and product-
related perspectives. Researchers such as Kitchell (1995) describe innovation from a 
technological perspective. Further, Kitchell (1995) highlights innovativeness as an 
organisation’s intentions to adopt new technologies and show willingness and ability to 
adapt to differing environments. Changing from a technological- to a product-related 
perspective, Foxall (1984) outlines innovativeness as an organisation’s tendency to 
acquire new services and products. In contrast to the product-related understanding of 
innovativeness, the behavioural perspective of innovativeness builds upon both internal 
and external aspects of innovativeness. Hurley and Hult (1998) describe 
innovativeness, on the one hand, as the ability to re-group and connect existing internal 
capabilities to form new resources and support the generation of new ideas while, on 
the other hand, it is openness towards ideas generated externally. 
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The three approaches to innovativeness outlined above share the notion of added 
value. Adner and Kapoor (2010) argue that the notion of added value is similar across 
most approaches that define and characterise innovation and innovativeness. Similarly, 
Rogers (1998) argues that the development of a new product, service, process and the 
resulting creation of value can only be classified as innovation if the developments have 
a direct impact on the core activities and processes of an organisation. The core 
activities or functions of an organisation are marketing, finance, research and 
development, human resources and logistics (Rogers, 1998).   
 
Business model innovation is one form of process innovation, as outlined by Rogers 
(1998). Business model innovation, which refers to the restructuring of existing internal 
resources and capabilities, has proven to create value for organisations (Zott and Amit, 
2010). The investigated creation of value through the internal recombination of 
resources by Zott and Amit (2010) can be contrasted with the studies of Sawhney et al. 
(2011) and Adner and Kapoor (2010). Adner and Kapoor (2010) suggest that for the 
commercial success of product innovation, the environment the product is aimed at has 
to be or needs to be prepared to accept and be able to use and handle innovative 
products. This is necessary so that the innovative capabilities of a product can be 
realised and can deliver the added value they were designed for. Adner and Kapoor 
(2010) refer to the Airbus 380 as a prime example of product innovation, which requires 
the environment in which it operates (e.g., airport terminals, runways) to be adapted so 
that the plane and its innovative capabilities can be used to their full extent in order to 
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add value for both the airlines who operate the plane and also the passengers on-
board.  
 
2.7.1 Organisational Innovativeness  
 
 
Other than the different ways of understanding innovation and general innovativeness, 
the organisational perspective of innovativeness plays an important role in this 
research. Innovativeness is understood as the willingness and ability to adopt new 
technologies, processes and ideas so that organisations can offer new, unique products 
and services before most competitors (McDonald, 2002). Similar to brand orientation, 
innovativeness represents an opportunity for organisations to develop a competitive 
advantage (Nieto and Quevedo, 2005). Tajeddini et al. (2006) identify a competitive 
advantage, highlighting the link between innovativeness and the corporate performance 
of Swiss watch manufacturers. The authors’ findings demonstrate that an increased 
level of innovativeness has a positive effect on corporate performance (Tajeddini et al., 
2006). Similarly, Farrell (1999) concludes that corporate innovativeness is closely 
connected to organisational learning. This implies that organisational learning (e.g., 
brand orientation) is a key factor in a company’s level of innovation.  
 
Furthermore, Salavou (2004) highlights that there can be a shift from organisational- to 
product-level innovativeness, but that product innovation has the most ‘substance’ in 
terms of making statements about the levels of organisational innovativeness. Similar to 
  CHAPTER 2: LITERATURE REVIEW 
PAGE 56 
Salavou (2004), Tang (1998) investigates levels of innovativeness within organisations 
and develops an inventory of organisational innovativeness (IOI), which follows a more 
holistic approach to innovativeness than does Salavou´s (2004) product-centred 
approach.  
Wang and Ahmed (2004) point out that none of the published literature (e.g., McDonald, 
2002; Salavou, 2004; Tang, 1999) in the organisational innovativeness field uses or 
develops a holistic measure for organisational innovativeness that can be used on a 
systematic basis. The authors have therefore developed a set of measures which aim to 
identify the future strategic orientation of an organisation based on the organisation’s 
innovativeness or innovative capabilities. Further contributions of their work are based 
on the fact that older publications have only considered current innovative initiatives of 
an organisation, which means that a strategic outlook for future innovation has been 
missing. Wang and Ahmed’s (2004) work addresses this gap. 
 
The literature on corporate innovativeness demonstrates a clear link between the 
degree of corporate or organisational innovativeness and the development of a 
competitive advantage (Nieto and Quevedo, 2005). Thus, innovativeness has a positive 
effect on the overall performance of an organisation (Zahra, 1995). However, despite 
the fact that there are different dimensions of innovativeness, such as market and 
strategic innovativeness, the literature has not yet investigated potential links between 
the innovative capabilities of an organisation and the use of innovative marketing 
communications tools such as EM (cf. Wang and Ahmed, 2004).  
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2.7.2 The Impact of Innovative Marketing Activities on Firms’ Competitiveness 
 
 
Innovativeness is considered one of the key drivers for business (Han et al., 1998). Yet 
the role of marketing and its role and importance in innovativeness has been long 
ignored. Verhoef and Leeflang (2009) define the innovativeness of a marketing 
department as “…the degree to which it contributes to the developed new products 
within the firm”. Innovative organisations with strong innovative capabilities display 
special characteristics that distinguish them from organisations with less innovative 
ambitions. Such organisations are described as being strategically flexible, strong in 
internal and external communications, creative, market anticipating, customer focused 
and open to new ways of working (Laforet and Tann, 2006; Medina et al., 2005). 
Therefore, it can be assumed that innovative organisations are more open and more 
likely to adopt new work practices and strategies. Kaplan (2009) states that innovative 
marketing and innovative and brand-centric marketing communications in particular can 
lead and support new product successes. In general, the marketing function does not 
experience the same valuation, such as finance and research and development 
(Verhoef and Leeflang, 2009). However, there is currently a change in the perception of, 
and appreciation for, the marketing function within organisations, as organisations start 
to understand that marketing can be a key driver for innovation. Similar to Verhoef and 
Leeflang (2009), Weerawardena (2003) strengthens the importance of the marketing 
function and highlights its importance for the innovation process, and for the 
development of a sustainable competitive advantage. 
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Innovation and value creation can be achieved on an intangible level (Sawhney et al., 
2011). Schau et al. (2009) investigate the value-creating potential of brand 
communities. “A brand community is a specialized, non-geographically bound 
community, based on a structured set of social relations among admirers of a brand” 
(Muniz and O’Guinn, 2001, p. 412). Brands have discovered that brand communities 
are an innovative platform. The exchange of information among brand consumers 
through such platforms can lead to value creation for the brand (Muniz and O’Guinn, 
2001). This is achieved through consumer engagement with brand-centric 
communication activities, which further develops the existing consumer-brand 
relationship (Schau et al., 2009). Similar to Muniz and O’Guinn, Sawhney et al. (2011) 
identify brands that will inherit strong innovative capital. According to Sawhney et al. 
(2011), for organisations to uncover the innovative potential of their brands, it is 
paramount they have an in-depth understanding of their corporate processes and 
activities. Only with such an in-depth understanding is it possible for an organisation to 
align its core brand messages with the organisation’s overall activities and processes. 
An alignment of brand messages and organisational processes will result in an 
improved brand communication process and hence a better customer brand experience 
(Sawhney et al., 2011). A brand- and consumer-centric restructuring can lead to a long-
lasting advantage over the competition through the innovative capabilities contained 
within consumer-centric and experience-driven brand activities (Sawhney et al., 2011). 
Candi et al. (2013) further specify the advantages of generating innovation through the 
staging of experience-driven activities. The authors highlight the positive impact of 
staging experience-based activities. Such impact can be found in the internal and 
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external environment of an organisation (Candi et al., 2013). From an external 
perspective, innovative and experience-based activities can improve the image and 
awareness of an organisation (Candi et al., 2013). For an organisation, this can have 
several benefits, both internally and externally. Internally, experience-based activities 
can help to improve work morale and employee satisfaction (Candi et al., 2013). 
Externally, there are three main benefits to experience-driven activities. First, they can 
improve the attractiveness of the organisation as an employer. Second, they can lower 
entry barriers to new markets and, third, they can lead to increases in profitability (Candi 
et al., 2013).  
 
Similar to Candi et al. (2013), Verhoef et al. (2009) argue that the creation of a superior 
and innovative customer experience can drive growth and support the branding efforts 
of an organisation. Furthermore, the authors provide key examples of organisations, 
such as Victoria´s Secret, Starbucks or Dell, whose successes are partially attributed to 
their innovative approaches and superior customer experience, on and offline (Verhoef 
et al., 2009). Thus, a general setting, which enables an organisation to provide its 
customers with a positive and emotionally enriched purchase experience will be 
beneficial for the customer experience and the development of a relationship between 
the customer and the brand. 
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2.8 Summary 
 
This chapter has established a clear differentiation of ES and EM based on their unique 
characteristics and the theoretical underpinnings of signalling theory and hedonic 
consumption. Furthermore, brand awareness, brand attitude, brand performance and 
financial performance are introduced as outcomes of ES and EM. The chapter 
concludes with a discussion of the concepts of brand orientation and organisational 
innovativeness. 
 
Keywords:  Event sponsorship, Event marketing, Brand Awareness, Brand Attitude, 
Brand Performance, Financial Performance, Brand Orientation, Organisational 
Innovativeness, Signalling Theory, Hedonic Consumption 
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Chapter 3 Conceptual Development 
 
3.1 Introduction 
 
 
In this chapter, the conceptualisation of the relationship between event sponsorship, 
event marketing and brand awareness, brand attitude, brand performance and financial 
performance is presented. The conceptual framework which is proposed in this chapter, 
is based on a review of the literature (see Chapter 2). The conceptual framework is 
underpinned by signalling theory, cognitive theory and hedonic consumption, which 
provides the theoretical foundation for this study. The hypotheses resulting from the 
proposed model are further specified in the following sections. To conclude this chapter, 
the moderating role of brand-orientation and organisational innovativeness on the 
relationship between the event (event sponsorship or event marketing) and their brand 
and performance-related outcomes (brand awareness, brand attitude, brand 
performance, financial performance) is presented. 
 
The chapter consists of five sections. The first section outlines the perspective from 
which the study was designed. Researchers such as Close et al. (2006), Riffon et al. 
(2004) and Speed and Thompson, (2000) investigate event sponsorship and event 
marketing from a consumer perspective. The lack of knowledge regarding the 
organisational objectives and strategic outcomes of event sponsorship and marketing 
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therefore reflects a growing need for organisational studies in this domain (Cornwell, 
Roy and Steinard II, 2001; Nickell et al., 2011; Thjomøe et al., 2002). 
 
In the second section, the relationships between event sponsorship (independent 
variable) and brand awareness, brand attitude, brand performance and financial 
performance (dependent variables) are discussed. Whilst the relationships between 
event sponsorship and brand awareness and brand attitude have been investigated in 
the sponsorship context from a consumer perspective (e.g. Cornwell et al., 2001; 
Gwinner and Eaton, 1999; McDaniel, 1996; Sirgy et al., 2008), there is a dearth of 
research investigating the relationship between event sponsorship and brand, and 
performance-related outcomes such as brand awareness, brand attitude, brand 
performance and financial performance, from an organisational perspective (Cornwell et 
al., 2001).  
 
In the third section, the relationships between event marketing (independent variable) 
and brand awareness, brand attitude, brand performance and financial performance 
(dependent variables) are further clarified. Research in the field of event marketing can 
be considered to be in its infancy due to the limited number of studies conducted 
overall, and the even smaller number of studies clearly identifying event marketing as 
an independent events format.  
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In the fourth section, the moderating role of brand orientation on the relationships 
between event sponsorship and brand awareness, brand attitude, brand performance 
and financial performance are explained. It is proposed that both the relationships of 
event sponsorship and of event marketing to brand awareness, brand attitude, brand 
performance and financial performance benefit from high levels of brand orientation. 
This is one of the first studies to examine the moderating role of brand orientation, and 
the first in an event sponsorship and event marketing context. 
 
In the final section, the moderating role of organisational innovativeness on the above 
outlined relationships of event sponsorship and event marketing are explained. This will 
be the first study introducing organisational innovativeness as a moderator in the 
context of an event sponsorship and event marketing setting, and will therefore add to 
the novelty of this research. 
 
3.2 Unit of Analysis 
 
 
In the context of this research, the use of event sponsorship and event marketing is 
investigated with regard to their strategic application by organisations to achieve 
increases in brand awareness, brand attitude, brand performance and financial 
performance. To do so, the organisation is chosen as the unit of analysis. It has been 
argued that using the firm or organisation as the unit of analysis provides several 
advantages for researchers. Firstly, managers could be less reluctant to provide 
                                                                           CHAPTER 3: CONCEPTUAL DEVELOPMENT 
PAGE 64 
information on an overall or organisational level, and secondly, there is better access to 
secondary data on an organisational level, compared to specific functional level data 
(Katsikeas et al., 2000). Thirdly, in the past, event formats such as event sponsorship 
and event marketing, were mostly applied on a tactical marketing communications level 
(Crowther, 2010, 2011; Crowther and Donlan, 2011). However, the use of such event 
formats is becoming more strategic. The more strategic use of event formats such as 
event sponsorship and event marketing, supports organisations’ efforts to meet long-
term brand (e.g. brand awareness, brand attitude) and performance (e.g. brand 
performance, financial performance) objectives (Crowther, 2010, 2011; Crowther and 
Donlan, 2011). 
 
Studies within the event sponsorship and event marketing contexts (e.g. Close et al., 
2006; Gwinner 1997; Lacey et al., 2010; Speed and Thompson, 2000) are conducted 
from a consumer behaviour perspective. Little research (e.g. that of Cornwell et al., 
2001; Crowther, 2011) has been conducted from an organisational perspective. This is 
somewhat surprising, since authors such as Close et al. (2006), Sneath et al. (2005), 
Whelan and Wohlfeil (2006), Drengner et al. (2008), Crowther (2010, 2011) and 
Crowther and Donlan (2011) refer to events-based marketing formats, and especially to 
event marketing, as a highly strategic and experienced-based events format, designed 
and carried out by organisations with very specific brand and performance objectives.  
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This research project addresses the lack of organisational studies in the event 
sponsorship and event marketing domains. This is in line with Cornwell (2008) who 
outlines the need for research from an organisational perspective into events-based 
marketing activities and its underpinning theories. Thus, this study has key theoretical 
and practical implications for the use of event sponsorship and event marketing which 
are addressed in Chapter 6. 
 
3.3 The Event Sponsorship – Brand Awareness, Brand Attitude, Brand 
Performance and Financial Performance Relationships 
 
 
This section outlines the relationship between event sponsorship (independent variable) 
and brand awareness, brand attitude, brand performance and financial performance 
(dependent variables). Within this section, a justification for the evaluation of individual 
relationships between event sponsorship and brand awareness, brand attitude, brand 
performance and financial performance, is provided.  
Within the domain of sponsorship research, there are a number of studies (e.g. 
Gwinner, 1997; Quester, 1997) which investigate the relationship between event 
sponsorship and brand awareness from a consumer perspective. In contrast to the 
consumer focus of the above studies, Cornwell et al. (2001) investigate the influence of 
event sponsorship from an organisational perspective. In particular, Cornwell et al. 
(2001) investigate the positive impact of event sponsorship activities on brand equity 
and its components, such as brand awareness, from a managerial perspective. 
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In the event sponsorship environment, large scale events offer sponsors access to 
event followers around the world. Event followers are exposed to an event sponsorship 
by attending the actual event, or through the media coverage of the sponsored event 
(Crowley, 1991; Meenaghan, 2013). The coverage of sponsored events can reach 
different consumer segments. This is in line with Meenaghan (1998) who argues that 
the consumer market, as well as the sponsorship landscape, is becoming increasingly 
fragmented, and hence different sponsorships can reach different segments. For 
organisations this means that with the sponsorship of one single event, only particular 
customer segments can be reached. An example hereof is the sponsorship of the soft 
drink brand Mountain Dew and the “dew tour”. With this sponsorship, Mountain Dew 
specifically aims at a younger and action-oriented customer segment. However, to 
reach more market segments, Mountain Dew or any other organisation which targets 
several segments has to increase the number of sponsorships to cover different 
segments. 
 
Furthermore, and as a result of the increasing popularity of event sponsorship as a 
marketing communications tool, sponsorship clutter effects occur (Gwinner and 
Swanson, 2003). Clutter effects are caused by rising numbers of sponsors supporting 
one event. As a consequence, event followers have difficulty identifying individual 
sponsors and their sponsorship messages. One solution for sponsors who want to 
separate themselves from other sponsors, can be to increase the frequency of their 
sponsorships. Organisations such as Swatch or Billabong sponsor a vast number of 
sporting events around the world, competing with other brands such as O’Neil or 
                                                                           CHAPTER 3: CONCEPTUAL DEVELOPMENT 
PAGE 67 
Quicksilver. The increased frequency of their sponsorships can result in improved 
sponsorship recall rates, and top-of-mind thinking on the part of consumers who are 
exposed to the sponsorships. Massey and Dawes (2007) argue that the frequency of 
communication is positively associated with communication quality. The positive effect 
of communication frequency is also highlighted by Sarin and O’Connor (2009) who 
found that increases in communication frequency is positively associated with new 
product development performance. Both studies indicate that increases in the frequency 
of communication activities can support organisations’ efforts to achieve business 
objectives. 
 
Gwinner (1997) and Lagae (2005) argue that raising brand awareness is one of the key 
objectives of sponsorship activities and, in particular, event sponsorship. This is 
supported by the findings of Papadimitriou et al. (2008) and Quester (1997). Both sets 
of authors identify the positive effect of event sponsorship activities on brand 
awareness. Aaker (1991) argues that increases in brand awareness are achieved by 
exposing a brand to the largest audience possible. Furthermore, it can be argued that 
increasing the frequency of event sponsorships can result in one individual being 
exposed to the different event sponsorship activities of one organisation. Additionally, 
increased event sponsorship frequency increases the likelihood of attracting the 
awareness of more individual consumers as the increased frequency creates more 
points of contact for sponsor and consumers. Tellis (1997) argues that increased 
frequency of marketing messages increases consumer responses in the form of recall 
rates of the marketing message. Therefore, it can be argued that increases in the 
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frequency of event sponsorship can help consumers recall a particular sponsor, which 
results in increased levels of awareness with regard to the sponsor. 
Thus, it is hypothesised that: 
H1: Event sponsorship frequency is positively related to brand awareness. 
 
Following on from the event sponsorship brand awareness relationship, the focus is 
now put on the affective outcome of event sponsorship – brand attitude. Similar to the 
event sponsorship frequency – brand awareness relationship, the main body of 
research of brand attitude in the sponsorship context lies within the consumer behaviour 
domain (Gwinner, 1997; Gwinner and Eaton, 1999; Sirgy et al., 2008). Therefore, it 
offers little insight into the event sponsorship – brand attitude relationship from an 
organisational perspective. According to Folse et al. (2013) brand attitude is the 
evaluation of a brand that results from favourable and unfavourable brand information. 
Thus, for organisations to positively influence consumers’ attitudes, positive brand 
information is a corner stone when it comes to achieving this objective.  
 
Authors such as Meenaghan (2001), Dees, Bennett and Villegas (2008) and Madrigal 
(2001) argue that organisations which sponsor a cause or event commit to a 
sponsorship because of the “goodwill effect”. The “goodwill effect” means for sponsors 
that consumers perceive the support of an event in form of a sponsorship as positive, 
and therefore they develop a more positive attitude towards the sponsoring brand (Cliffe 
and Motion, 2005). Thus, it can be assumed that an increase in the frequency of event 
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sponsorship activities will result in an increasing level of goodwill towards the 
sponsoring organisation and its brand. Furthermore, the positive brand information 
generated through the sponsorship and the resulting goodwill can be further used to 
influence consumers’ attitudes towards the sponsoring organisation. 
 
Levin, Joiner and Cameron (2001) investigate the impact of the sponsorship of a 
NASCAR race. In particular the authors evaluate the impact of brand sponsorship on 
brand attitudes and brand recall and note that “…the repeated exposure of brand 
names/logos over the course of a NASCAR race will enhance consumers’ attitudes 
towards the brand” (Levin et al., 2001, p.25). Hence, it is further suggested that not only 
the repeated exposure to a brand name or logo increases a positive attitude towards the 
sponsor’s brand, but so too does the overall frequency of such sponsorships. 
 
The introduction of new products in conjunction with aggressive advertisement has an 
impact on brand attitudes (Aaker and Jacobson, 2001). Thus, sponsors often connect 
the introduction of a new product or product updates with large scale marketing 
activities such as the FIFA World Cup. Hyundai / Kia Motors use the sponsorship of the 
FIFA World Cup as a platform to develop customer relationships, and to trigger 
emotions towards Hyundai and Kia products (FIFA, 2015). In the course of the 
partnership between FIFA and Hyundai / Kia Motors the frequency and intensity of their 
partnership increased. According to Eisenstein (2010) Hyundai / Kia Motors faced 
negative attitudes towards their products and brand and therefore invested heavily in 
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new product development and emotion-eliciting marketing activities such as the 
sponsorship of the FIFA World Cup and the Australian Open to change consumers’ 
attitudes.  
Thus, the following is hypothesised: 
H2: Event sponsorship frequency is positively related to brand attitude. 
 
In the next two sections, the performance outcomes (brand performance; financial 
performance) of event sponsorship are hypothesised. As outlined in Chapter 2, brand 
performance is defined as “…the relative measurement of the brand’s success in the 
marketplace” (O’Cass and Ngo, 2007a, p.871). A brand’s performance is measured in 
terms of its overall brand performance, brand sales growth and brand market share 
(O’Cass and Ngo, 2007a). 
 
Global sponsorship spending reached $57.7 billion USD in 2013 (IEG, 2015), which 
implies that, even though annual growth rates are slowing down, organisations still see 
sponsorship as an important part of their marketing communication strategies. As 
proposed in H1 and H2, an increase in communication frequency can increase the 
quality and clarity of the messages communicated and result in positive performance 
outcomes (Sarin and O’Connor, 2009; Massey and Dawes, 2007). Reid, Luxton and 
Mavondo (2005) argue that the planning of marketing communications activities (e.g. 
event sponsorship) should always be performance- or outcomes-driven, with a specific 
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focus on developing brand equity and positively influencing corporate sales, market 
share and return on investment. 
 
Organisations which choose to use event sponsorship more frequently, increase the 
likelihood of consumers being exposed to such sponsorship in the context of the 
sponsored event, or through the accompanying leveraging of the event sponsorship. 
The increase of exposure to the sponsor’s brand and further underpinning marketing 
communication activities (e.g. product testing, free samples), help to establish the 
sponsor’s brand when it comes to top of mind decision making (Tripodi, 2001). Such 
favourable placement in consumers’ minds can positively influence their purchase 
decisions, and hence the sales of the sponsor’s branded products. 
 
Furthermore, organisations which increase the number of events they sponsor are likely 
to increase their budget for event sponsorship activities in order to meet the growing 
cost. As a result of the increasing number of events supported, sponsors increase the 
target audience to which they communicate their brand messages. Cornwell et al. 
(2001) argue that the sponsorship of causes such as events has positive effects on 
brand equity, and hence strengthen a brand. Cobb-Walgren, Ruble and Donthu (1995) 
argue that strong brands often have high market shares. Thus, it is argued that the 
strengthening of a brand can result in an increase in market share for the brand. 
Similarly, Mason (2005) and Scott and Suchard (1992) argue that an increase in market 
share is a desired outcome of sponsorship activities.   
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Thus, it is hypothesised that: 
H3: Event sponsorship frequency is positively related to brand performance. 
 
The second hypothesised performance outcome of event sponsorship is financial 
performance. Financial performance is constituted of overall profit levels, profit margin, 
and the return on investment of an organisation on a comparative basis. Meenaghan 
(1983) and Meenaghan and Shipley (1999) argue that an organisation’s main objective 
for engaging in sponsorship activities is to achieve its commercial objectives. Cornwell 
et al. (2001, p.48) are more specific by stating that, from an organisational perspective, 
“…sponsorships under active management can contribute to the difficult task of 
differentiating a brand from its competitors and adding financial value to the brand”. The 
notion of financial importance with regard to sponsorship outcomes is supported by Lin, 
Yang and Liou (2009), who suggest a link between social sponsorship and the 
increased financial performance of the sponsor.  
 
Following Cornwell et al. (2001), it is argued that organisations, which more frequently 
invest in brand building activities such as event sponsorship, can differentiate 
themselves from their competition through the development of a stronger brand as a 
result of their event sponsorship activities. Thus, the more frequent use of event 
sponsorship can accelerate the process of the development of a strong brand. Similarly, 
Amis, Slack and Berrett (1999, p.251) state that “…sponsorship (e.g. event 
sponsorship) should be considered an important resource which can help companies to 
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secure a position of competitive advantage”. Such a competitive advantage results from 
the strengthening of the organisation’s brand through sponsorship (Gwinner, 1997; 
Quester and Farrelly, 1998). Therefore, the development of a competitive advantage 
can be supported by means of event sponsorship activities. Schuler and MacMillan 
(1984) further argue that competitive advantages can result in financial gains for 
organisations. 
 
Hence, it is argued that the increased cost arising from the more frequent use of event 
sponsorship is an indicator of the financial strength of the sponsor. Thus, organisations 
which increase the frequency of their event sponsorship activities are likely to be in a 
stronger financial position than competing organisations with similar strategies which 
cannot increase the frequency of their event sponsorship usage. 
Thus, it is hypothesised that: 
H4: Event sponsorship frequency is positively related to financial performance. 
 
3.4 The Event Marketing – Brand Awareness, Brand Attitude, Brand Performance 
and Financial Performance Relationship 
 
 
To follow on from the hypothesised relationships of event sponsorship to brand 
awareness, brand attitude, brand performance and financial performance in this section, 
the relationships between event marketing and the above brand- and performance-
related outcomes are introduced. As indicated earlier, the literature on event marketing 
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is scarce. However, it provides conceptual justification for the relationships outlined 
above. Similar to the literature on event sponsorship, existing studies on event 
marketing are located in the consumer behaviour research domain. Nonetheless, and 
as indicated in Chapter Two, event marketing can be clearly differentiated from event 
sponsorship based on the unique characteristics of event marketing, as well as on the 
underpinning theory discussed in Chapter Two. Thus, a new set of hypotheses with a 
specific focus on event marketing is shown below.  
 
Adopting an organisational perspective in this study will not only contribute to the scarce 
literature on event marketing, but will also add to the overall body of organisational 
studies in the events-based literature. 
Nufer (2007) argues that event marketing is an interactive, brand-centric and customer 
segment-specific events format. Nufer (2007) further points out that event marketing is 
used to establish and/or improve the relationship between the core brand of the event 
and the event follower. The brand-centric nature of event marketing allows 
organisations and their brands to centre the activities and the flow of the event around 
the organisations’ core brand and brand symbols. Hoeffler and Keller (2002) note that 
organisations can raise brand awareness through increased exposure to brand names 
and symbols. Thus, event marketing activities such as the Red Bull Crashed Ice 
Challenge allow the brand (Red Bull) to develop an interactive and emotion-eliciting 
activity that centres around the Red Bull brand. The increasing number of event 
marketing activities increases the reach and the number of people who are exposed to 
the Red Bull brand. To result from the engaging and action-oriented nature of Red Bull 
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event marketing activities, event followers are acutely aware of the Red Bull brand. 
Thus, the increasing number of contact points resulting from the increasing number of 
event marketing activities, enable Red Bull to increase the awareness levels for the 
brand. 
 
In particular, Hoeffler and Keller (2002) highlight the brand-centric nature of brand 
communities to facilitate increases in brand awareness. Brand communities and event 
marketing share similar characteristics. Both are customer-segment specific and brand-
centric in nature. Thus, a similar effect on brand awareness in an event marketing 
context can be expected. This is supported by Sneath et al. (2005), who point out that 
brand awareness is a key outcome of event marketing activities. Similar to Sneath et al. 
(2005), Madhavaram, Badrinarayanan and McDonald (2005) attribute interactive 
marketing communication activities and, specifically, event marketing, to positively 
contribute to the development of brand awareness. The interactive nature of event 
marketing is part of the experiential setting created to strategically surround event 
followers with the brand and the brand symbols of the organisation which designs the 
event (Drengner et al., 2008; Whelan and Wohlfeil, 2006). The resulting brand-centric 
and awareness-raising experiences are common reasons for engaging in event 
marketing on the part of organisations (Close et al., 2006). This is in line with Gupta 
(2003, p.19) who states that “…event marketing has been viewed as valuable in 
generating awareness for the brand …”. 
Thus, the following can be hypothesised: 
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H5: Event marketing frequency is positively related to brand awareness. 
 
Event marketing is referred to as an engaging and interactive event-based 
communication format (Drengner et al., 2008; Whelan and Wohlfeil, 2006). The notion 
of interactivity adopted by Sneath et al. (2005). The authors argue that the interactive 
nature of event marketing formats allows event followers to experience the event-
designing brand’s products in more detail. In the late 1990s, the sports apparel brand 
Adidas organised a nationwide football tournament series in Germany (Adidas Predator 
Cup). The tournament was aimed at the 10-14 years age group. The winner of the 
individual regional competitions entered a final tournament in order to play for the 
national title. Adidas initiated and realised the complete tournament, and involved 
professional football players they sponsored to trigger further excitement among the 
tournament participants. The tournament itself was developed around Adidas’s brand 
and core business market - football. Thus, Adidas provided kids with a platform to 
compete up to national level, while being constantly exposed to the Adidas brand and 
Adidas products. Furthermore, and as a result of the young age of the target group who 
took part in the tournament, Adidas managed to involve the parents of the tournament 
participants who often had to accompany their kids to the tournaments. This provided 
Adidas with further opportunities to showcase their brand and products to the parents 
and family of the children who participated in the tournament. 
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Such experiences influence the event followers’ and participants’ attitudes towards the 
brand and its products (Sneath et al., 2005). The engaging and involving nature of event 
marketing allows for the communication of very specific brand-centric messages (Nufer 
and Buehler, 2011). Kokkinaki and Lunt (1999) argue that involvement and, in 
particular, high involvement marketing communication activities (e.g. event marketing) 
shape brand attitudes and, specifically, the accessibility of brand attitudes in the context 
of a purchasing decision. 
 
Nufer (2007) and Nufer and Buehler (2011) note that event marketers design event 
marketing activities specifically for particular customer segments. Thus, event followers 
are likely to have an emotional connection to the event-staging brand, products or the 
core activity of the event (e.g. football players in the Adidas Predator Cup) (Drengner et 
al., 2008; Nufer and Buehler, 2011). Yoo and MacInnis (2005) argue that 
communication activities which use emotion as a message carrier are effective in terms 
of driving brand attitude. Such emotional ties are likely to result from high levels of self-
congruity between the event follower and the core activity, products and/or brand of the 
event. This is in line with Sirgy et al. (2008) who argue that high levels of self-congruity 
between consumer, product, service or store, impacts upon brand attitude. Martensen 
and Grønholdt (2008) provide further evidence for the importance of the emotional tie 
between event followers and the event designing brand. In particular, the authors 
demonstrate that positive emotions towards the core brand and the event itself are 
positively associated with brand attitude (Martensen and Grønholdt, 2008). 
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It is argued earlier that the more frequent use of event based marketing activities (e.g. 
event marketing) has a positive impact on the quality and clarity of communication 
(Sarin and O’Connor, 2009; Massey and Dawes, 2007). The more frequent use event 
marketing activities, such as the Adidas Predator Cup, creates more opportunities for a 
brand to elicit emotions through a brand-centric experience, and hence further support 
the attitude formation process. 
Thus, it is proposed that: 
H6: Event marketing frequency is positively related to brand attitude. 
 
Following the hypothesized relationship between event sponsorship and brand-related 
outcomes (brand awareness, brand attitude) the focus is now on the performance-
related outcomes (brand performance; financial performance) of event marketing. The 
relationship between the frequent use of event marketing and brand performance is 
discussed in the following section.  As introduced in Chapter 2 and H3, brand 
performance is operationalised in a comparative manner. Brand performance is formed 
of brand market share, brand sales growth and overall brand performance (O’Cass and 
Ngo, 2007a). Hence, the impact of event marketing on brand performance is reflected 
by the impact on the above three items. 
 
Nufer and Buehler (2011) state that a key objective of event marketing is to introduce 
event followers to new products so that event followers can interact with those products 
in the context of the event. This is to establish or improve the consumer-brand 
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relationship. Furthermore, the created brand hyper-reality which is provided through the 
event, allows event followers to experience the event-staging brand and its products in 
a more holistic manner (Nufer and Buehler, 2011; Whelan and Wohlfeil, 2006). 
Organisations which decide to frequently use event marketing as a strategic brand and 
customer relationship development tool, allow event followers to immerse themselves 
into the branded environment.  This results in enhanced perceptions of the brand. Thus, 
it can be argued that organisations which use event marketing more frequently create 
stronger consumer relationships than organisations which do not use, or less frequently 
use, event marketing. Thus, it is further suggested, and following Romaniuk and 
Gaillard (2007), that as a result of the improved consumer relationships and the 
strengthening of the event staging brand, the retail space and hence the market share 
of such a brand increases.  
 
Furthermore, and as a result of the increased distribution space of strong brands, 
increases in sales and earnings can be expected (O’Cass and Weerawardena, 2010). 
This is in line with Crowther and Donlan (2011) who noted that event marketing is used 
to stimulate sales. The increase in sales can also be reflected by using the earlier used 
example of the Adidas Predator Cup. Children and parents who experience the brand 
and products of the event staging brand and are offered the opportunity to test products 
in a real life setting, are likely to be more inclined to buy the products of the brand they 
experienced. 
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Therefore, and based upon the brand-centric and interactive characteristics of event 
marketing and the above-argued positive impact on its market share and sales growth, 
it is suggested that the frequent use event marketing is positively associated with brand 
performance. 
Hence it is proposed that: 
H7: Event marketing frequency is positively related to brand performance. 
 
Following on from the hypothesised impact of event marketing frequency on brand 
performance is the frequent use of event marketing and its association with financial 
performance. Financial performance is defined in Chapter Two. 
Organisations centre their marketing communications activities around their brands. 
This emphasises the strategic importance that brands have for organisations 
(Madhavaram et al., 2005; Urde, 1999). According to Urde (1994, 1999), brands are a 
strategic resource. Such resources, in particular marketing resources, can positively 
impact upon performance, according to Hooley et al. (2005). In the context of brand-
centric marketing communications, the brand is the marketing resource from which 
other marketing resources draw. Srivastava, Shervani and Fahey (1998) argue that 
organisations which use their marketing resources as leverage, gain better positions to 
develop and succeed in the market place. Thus, organisations which use event 
marketing as a brand centric marketing communications tool leverage their brand as a 
marketing resource to gain a better position on the market. 
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Strong brands such as Red Bull and Apple, have higher profit margins than their main 
competitors. This extra premium is paid by consumers as a result of the continuous 
investment and development of the Apple and the Red Bull brands. Even though the 
core product is very different, both organisations develop their brand very strategically 
with a brand-centric marketing approach. Specifically, Apple is known to achieve profit 
levels which are higher than the profits of their main competitors. 
 
Similarly, Urde (2003) identifies strong brands as drivers for the formation of competitive 
advantage. Such competitive advantages will support organisations in their endeavours 
to be less dependent on macro-environmental influences and to further create a 
superior performance in comparison to that of their competitors (Urde, 1999; 2003). As 
financial performance is used in this study on a comparative basis, the aspect of 
competitive advantage gains a more important role, since rival brands with less strong 
brands are likely to have lower performance levels. Therefore, strong brands and 
matching marketing communications tools (e.g. event marketing) can reduce the 
cognitive dissonance of consumers, as well as to positively influence customer choices 
(Keller, 1993; Tauber, 1988). This is supported by the findings of Close et al. (2006) 
who identify a link between event marketing and marketing outcomes which translate to 
financial performance. Thus, it is proposed that: 
H8: Event marketing frequency is positively related to financial performance.  
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3.5 The Moderating Role of Brand Orientation on the Event Sponsorship 
Frequency – Brand Awareness, Brand Attitude, Brand Performance and Financial 
Performance Relationship 
 
The impact of the frequent use of event sponsorship and the subsequent resulting 
implications for brand awareness, brand attitude, brand performance and financial 
performance are hypothesized under 3.2 in H1-H4. In this section the moderation 
effects of brand orientation on the respective relationships is hypothesized. 
 
It is argued that event sponsorships provide organisations and their brands with the 
opportunity to target different customer segments as well as different audience sizes. A 
regional event might provide access to a regional and hence smaller audience 
compared to a large scale event such as the FIFA World Cup or the Volvo Ocean Race. 
The more frequent use and mix of small, medium and large scale event sponsorships 
can provide sponsors with the opportunity to target different customer segments and 
overall raise the awareness towards their brand as a result of the increased levels of 
exposure. Event sponsors (organisations), which further aim to develop and leverage 
their brand as a strategic resource achieve this by raising their level of brand orientation 
(Urde, 1999). Such an increase in brand orientation will strengthen the brand of the 
sponsor. Thus, sponsors which increase the number of their event sponsorships in 
conjunction with a more brand-oriented approach not only target a larger audience but 
also develop their event sponsorship activities to be more brand centric. Hence, event 
followers will be exposed to clearer and more frequent communication of the sponsor’s 
brand. The result from such increases in more frequent and brand-oriented event 
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sponsorships is an impact on the awareness of the sponsors’ brands.  It is argued in H2 
that event sponsorship positively impacts upon brand attitude. It is now suggested that 
an increased level of brand orientation further enhances this association. A more 
frequent number of sponsorships which are developed based on a brand-oriented 
strategy, results in a stronger goodwill effect and more favourable feelings towards the 
brand on the part of event followers. For example, if an organisation such as Tag Heuer 
increases the number of event sponsorships and raises the level of brand orientation of 
such sponsorships, event followers are exposed to the Tag Heuer brand logos and 
symbols more frequently, and the brand messages to be communicated through the 
event sponsorship are clearer to the event followers. Additionally, and as a result of the 
clearer presence of the Tag Heuer brand, event followers are more likely to develop 
goodwill towards the Tag Heuer brand, since they can clearly identify Tag Heuer as a 
positive contributor to the event they follow.  
 
One of the main objectives of event sponsorship is the possibility of promoting the 
sponsor’s brand to a large audience and hence to strengthen the brand (Cornwell et al., 
2001). The conducting of more and more brand-oriented event sponsorships places the 
event sponsor’s brand as the focus of event followers’ attention. Such increased 
attention levels can positively influence event followers’ top of mind decision making 
(Tripodi, 2001) as well as overall strengthening the brand and hence positively 
influencing a brand’s market share and success (Cobb-Walgren et al., 1995). 
Furthermore, and following on from the development of a strong brand are the resulting 
financial implications. Brands such as Apple or Audi have established themselves as 
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premium brands. In particular, Apple developed a strong brand based on their 
innovative consumer electronic products which are supported by a strongly brand-
oriented strategy. Even though competitors such as Samsung are matching Apple from 
a technological perspective, Apple is in a position to charge higher premiums for their 
products as result of their strong brand. This is in addition to increasing profit margins 
and hence achieving a higher return on investment (Williams-Grut, 2015). Similar to 
Apple’s sponsorship of the iTunes festival, Audi sponsors events such as the 
Goodwood Festival (Audi, 2015) or the Vierschanzen Tournee (Ski-Jump) which provide 
Audi access to key customer segments. Therefore, an increased number of event 
sponsorships with a brand-oriented strategy can furthermore not only help Audi to target 
a wider number of customer segments, but also help to further the position of Audi as a 
premium automobile brand, and hence charge premium prices for their cars and 
increase the return on their investments. 
Thus, it is hypothesised that: 
H9a: The relationship between event sponsorship frequency and brand awareness is 
moderated by brand orientation. The higher the level of brand-orientation, the more 
positive the relationship becomes. 
H9b: The relationship between event sponsorship frequency and brand-attitude is 
moderated by brand orientation. The higher the level of brand-orientation, the more 
positive the relationship becomes. 
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H9c: The relationship between event sponsorship frequency and brand performance is 
moderated by brand orientation. The higher the level of brand-orientation, the more 
positive the relationship becomes. 
H9d: The relationship between event sponsorship frequency and financial performance 
is moderated by brand orientation. The higher the level of brand-orientation, the more 
positive is the relationship. 
 
3.6 The Moderating Role of Brand Orientation on the Event Marketing –– Brand 
Awareness, Brand Attitude, Brand Performance and Financial Performance 
Relationship 
 
The experiential and interactive nature of event marketing is used by the event staging 
organisation or brand to create an environment which allows event followers to immerse 
themselves in the branded environment of the event (Drengner et al., 2008; Nufer and 
Buehler, 2011). Thus, an increase in the number of event marketing activities provides 
more opportunities for the event staging organisation to showcase and raise the 
awareness with regard to their brand and products. To further increase the positive 
impact of the more frequent use of event marketing on brand awareness, organisations 
can increase the level of brand orientation. An increase in terms of brand orientation 
can be reflected by an increased number of opportunities to interact with the core brand 
and products of the event, and a more prominent display of the brand’s logos and 
symbols. The enhanced opportunities to interact and improve the display of the brand 
and its products will further enhance the awareness that event followers have towards 
the brand.  
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Kokkinaki and Lunt (1999) argue that high involvement marketing activities (e.g. event 
marketing) drive brand attitude. As argued in H6, an increase in the usage of event 
marketing enhances the positive effect on brand attitude. It is now further argued that 
increased levels of brand orientation, in conjunction with the more frequent use of event 
marketing, further enhance the positive effect on brand attitude. This results from the 
more frequent display of brand messages in terms of the frequency of the number of 
events, as well as the actual brand messages, and opportunities to interact with the 
brand and its products during the event. Since event marketing formats are put on for 
specific customer segments who often have an existing relationship to the core activity 
of the event or the brand, an increased level of brand orientation in combination with the 
enhanced number of events provide more opportunities for event followers to 
experience brand-centric and emotion-eliciting events. Thus, it is argued, and following 
from Martensen and Grønholdt (2008) who note that emotions are a key driver for the 
formation of brand attitude, an increased frequency of event marketing and level of 
brand orientation impacts upon brand attitude. 
 
The effect of a more frequent use of event marketing on brand performance is argued in 
H7. However, this effect can be further enhanced if event marketers increase their level 
of brand orientation. The increased number of event marketing activities provides 
events marketers with a larger number of platforms to create brand oriented activities, 
such as product trials, product demonstrations, or the mere exposure and 
communication of key brand messages. As a result of this increased number of more 
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brand oriented event marketing activities, event followers familiarise themselves more 
strongly with the event staging brand, and hence develop stronger ties to the brand.  It 
is further argued that the resulting product and brand knowledge results in increased 
sales numbers and a larger market share of the event staging brand as a result of the 
event followers’ relationship with the brand. 
 
Building on H8, it is suggested that, in addition, higher levels of brand orientation can 
further enhance the positive impact on financial performance. The increased number of 
events provides events marketers with more platforms for interaction with consumers. 
Furthermore, the enhanced levels of brand orientation support the strengthening of the 
event staging brand. The combination of the increased number of events, and the 
higher levels of brand orientation (e.g. more visible brand symbols/logos, more product 
testing, interaction with brand ambassadors) strengthens the brand among a wider 
audience. As argued earlier, strong brands and especially brands with a competitive 
advantage, can charge higher price premiums, have higher sales numbers, and larger 
profits, than less strong brands. 
Thus, it is hypothesized that: 
 
H10a: The relationship between event marketing frequency and brand awareness is 
moderated by brand orientation. The higher the level of brand orientation, the more 
positive the relationship. 
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H10b: The relationship between event marketing frequency and brand-attitude is 
moderated by brand orientation. The higher the level of brand-orientation, the more 
positive the relationship. 
H10c: The relationship between event marketing frequency and brand performance is 
moderated by brand orientation. The higher the level of brand-orientation, the more 
positive the relationship. 
H10d: The relationship between event marketing frequency and financial performance is 
moderated by brand orientation. The higher the level of brand-orientation, the more 
positive the relationship. 
 
3.7 The Moderating Role of Organisational Innovativeness on the Event 
Sponsorship Frequency - Brand Awareness, Brand Attitude, Brand Performance 
and Financial Performance Relationship 
 
 
Building on H1-H4 which outline the relationship between the frequent use of event 
sponsorship and brand awareness, brand attitude, brand performance and financial 
performance, this section is dedicated to the moderating effect of organisational 
innovativeness on the respective hypothesis. 
A more frequent use of event sponsorship enables a sponsor to target a wider and 
probably larger audience. This audience is exposed to the event sponsors in the form of 
signage, PR and further accompanying sponsorship leveraging activities (Coppetti, 
Wentzel, Tomczak and Henkel, 2009; Weeks and Cornwell, 2008). The increased 
number of event sponsorships provides more innovative organisations with the 
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opportunity to showcase their organisation as innovative in the form of product 
innovation, and service or organisational innovation to an increased audience.  The 
growing number of Audi event sponsorships (e.g. the Goodwood Festival; Vierschanzen 
Tournee, Le Mans 24hours) provides an increasing platform for the Audi brand to 
showcase their highly innovative cars and automotive solutions. The consequent 
resulting combination of the increased audience to which Audi can communicate its 
innovative solutions, can attract increasing levels of awareness resulting in an 
information gain for event followers. 
 
Furthermore, in addition to resulting from the increased platform that a growing number 
of event sponsorships provide, it is argued that event followers appreciate innovative 
organisations, their services and products as they can add value to the event followers’ 
lives, such as the comfort of driving a highly innovative and secure car. Thus, it is 
further suggested that the increased number of opportunities for events sponsors to 
communicate their innovative products or services to event followers, further enhances 
the already existing positive association between the frequent use of event sponsorship 
and the attitude towards the sponsor’s brand. 
 
Similarly, the increased usage of event sponsorship in conjunction with increasing levels 
of organisational innovativeness, allow event sponsors to interact with a wider audience. 
Furthermore, and as a result of the increased level of innovativeness, the event sponsor 
can showcase its brand, not only to a wider audience, but use and communicate 
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increased levels of innovativeness through their service and product innovations and 
hence strengthen its brand. In the case of Audi, this is reflected by the continuous 
exposure of their main slogan “Vorsprung durch Technik” which can be translated into 
“advantage through technology”, which can be found as part of all their event 
sponsorship activities. The resulting strengthening of the Audi brand can be translated 
into tangible outcomes such as increased sales and a larger market.  
 
Organisations which increase the number of event sponsorships and, at the same time, 
are highly innovative, can position themselves among a large audience as leaders in 
their industries. This can be achieved through the large platform the increased number 
of event sponsorships allows the sponsor to communicate with. Thus, such a sponsor 
can create a superior perception of its products and brand which can translate into 
financial outcomes, such as in the form of higher profit margins and higher returns on 
investment in comparison with their competitors. 
Thus it is argued that: 
H11a: The relationship between event sponsorship frequency and brand awareness is 
moderated by brand orientation. The higher the level of organisational innovativeness, 
the more positive the relationship. 
H11b: The relationship between event sponsorship frequency and brand-attitude is 
moderated by brand orientation. The higher the level of organisational innovativeness, 
the more positive the relationship. 
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H11c: The relationship between event sponsorship frequency and brand performance is 
moderated by brand orientation. The higher the level organisational innovativeness, the 
more positive the relationship. 
H11d: The relationship between event sponsorship frequency and financial performance 
is moderated by brand orientation. The higher the level of organisational 
innovativeness, the more positive the relationship. 
 
3.8 The Moderating Role of Organisational Innovativeness on the Event Marketing 
Frequency – Brand Awareness, Brand Attitude, Brand Performance and Financial 
Performance Relationship 
 
 
The more frequent use of event marketing activities provides event marketers with an 
increasing number of occasions to provide holistic brand experiences to their event 
followers. As outlined by authors such as Wohlfeil and Whelan (2006) and Nufer (2007), 
event marketing activities provide a stage for an organisation to showcase its brand and 
products. Therefore, the increasing innovativeness of an organisation and the resulting 
products and services can be showcased to a wider audience. The newness and 
perceived added value of the information showcased results in raising awareness levels 
with regard to the brand. 
 
Higher levels of organisational innovativeness in the context of more frequent event 
marketing activities provides organisations with the opportunity to further shape the 
attitudes of event followers towards their brand. Innovation and the inclination to 
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develop and improve are often seen as positive attributes. The increased number of 
events provides the organisations with the platform to showcase and communicate their 
innovative capabilities to a wider audience. The unique characteristics of event 
marketing allow event followers to experience the emotion-eliciting environment created 
by the organisation, in which new and innovative solutions are presented. The interplay 
between more frequent use of event marketing and the consequent increased 
opportunities, can therefore shape or further develop event followers’ attitudes towards 
the core brand of the event. 
 
Building on H7, it is argued that increasing levels of organisational innovativeness 
support the relationship development between event followers and the core brand of the 
event. Event followers who have an existing relationship with the core activity of the 
event or the brand itself, are more likely to interact with innovative products and 
services which are integrated into the event. Thus, the increased number of events 
provides more contact points for event followers to experience innovations such as new 
products or service solutions. Therefore, the event staging brand can further develop 
existing customer relationships or initiate new ones. To result from the increased scale 
on which event followers can experience innovative solutions such as new products, it is 
more likely that the increased number of event followers translates into potential buyers 
of the brand’s products. Furthermore, the increased number of event marketing 
activities place more event followers in the position of positively advocating the 
increasing innovative capabilities of the organisation, and hence function as brand 
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ambassadors and thus increase the impact of the actual event marketing activity and 
increases the reach of the brand. 
 
Organisations which strive for high levels of innovation can develop a competitive 
advantage (Weerawardena and Mavondo, 2011).  Therefore, organisations which 
manage to develop superior products and services based on innovative technology or 
processes can charge customers more for their solutions and hence achieve higher 
profits. To introduce and familiarise existing customers and potential new customers 
with innovative products and services, event marketing allow all event followers to 
experience what the core brand of the event is about and, at the same time, provides 
opportunities to interact and test new products and services. The more frequent use of 
event marketing allows organisations, especially in terms of the introduction of 
innovative products and services, to provide a larger number of event followers with 
innovative solutions, and strengthens the relationship between the event follower and 
the core brand of the event. An example is the introduction of a new premium or luxury 
car. Retailers of one specific brand can put on a specifically created event to which 
existing and potential customers are invited, in order to experience the brand and its 
latest product. The more frequent use of such event marketing activities strengthens the 
overall brand and the likelihood of generating direct or future sales. 
Thus, it is surmised that: 
 
                                                                           CHAPTER 3: CONCEPTUAL DEVELOPMENT 
PAGE 94 
H12a: The relationship between event marketing frequency and brand awareness is 
moderated by brand orientation. The higher the level of organisational innovativeness, 
the more positive the relationship. 
H12b: The relationship between event marketing frequency and brand-attitude is 
moderated by brand orientation. The higher the level of organisational innovativeness, 
the more positive the relationship. 
H12c: The relationship between event marketing frequency and brand performance is 
moderated by brand orientation. The higher the level organisational innovativeness, the 
more positive the relationship. 
H12d: The relationship between event marketing frequency and financial performance is 
moderated by brand orientation. The higher the level of organisational innovativeness, 
the more positive the relationship.
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Figure 1 Conceptual Model
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3.9 Chapter Summary 
 
 
This chapter presents a discussion of the study’s conceptual model. conceptual 
model so presented connects the two distinct events formats of event marketing and 
event sponsorship with brand awareness, brand attitude, brand performance and 
financial performance. The outcomes (dependent variables) of the model are 
structures along the hierarchy of effects (HoE). The model is further underpinned by 
signalling theory and hedonistic consumption. Both theories further support the 
unique characteristics of event marketing and event sponsorship from a theoretical 
perspective. In more detail, signalling theory is used to support the effects of event 
sponsorship, whereas hedonic consumption underpins the characteristics of event 
marketing. Overall the model predicts both event sponsorship and event marketing to 
positively impact on brand awareness, brand attitude, brand performance and 
financial performance. Fundamentally, the model predicts positive relationships 
between event sponsorship and event marketing and the dependent variables. The 
relationships between the two event formats and the dependent variables are argued 
to be moderated by brand orientation and organisational innovativeness. The 
moderation effects are argued to be based on the unique characteristics of event 
sponsorship and event marketing, and the hence have resulting and differentiating 
effects on the dependent variables. 
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Chapter 4 Methodology  
 
4.1 Introduction 
 
 
Following the development of the conceptual framework (see Chapter 3), and based 
on the literature review in Chapter 2, this chapter will outline the research approach 
and design applied in this study.  
The chapter commences with a section explaining the differences between exploratory 
and conclusive research. The next section outlines data collection procedures, 
including the types of data (qualitative and quantitative) that can be collected. The main 
focus is on the collection of quantitative data, as the present study focuses on a survey-
based quantitative approach. This is followed by a discussion of different sampling 
procedures. The next section addresses the questionnaire design. The following two 
sections are concerned with techniques and procedures to enhance response rates 
and the pre-testing of the questionnaire. There then follows a description of the 
implementation of the main survey of this study. The final section of this chapter is 
dedicated to the analytical procedures employed for the data analysis. For the present 
study, a two-staged procedure is used incorporating the estimation of a measurement 
model, followed by the estimation of a structural model. 
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4.2 Research Design 
 
According to Malhotra, Birks and Wills (2012),  
“A research design is a framework or plan for conducting a marketing research 
project. It details the procedures necessary for obtaining the information needed 
to structure or solve marketing research problems. Although a broad approach 
to the problem has already been developed, the research design specifies the 
details, the practical aspects of implementing that approach” (p. 77).  
 
Similarly, Iacobucci and Churchill (2010, p. 58) describe research design as “…the 
framework or plan for a study, used as a guide to collect and analyse data. It is the 
blueprint that is followed to complete a study”. Additionally, research design can be 
sub-divided into two main types: exploratory and conclusive (Malhotra et al., 2012). 
Both types are discussed below. 
 
At the start of every research project, when the overall research design is being 
developed, the question has to be answered as to whether or not the research will 
follow an inductive or a deductive approach. The decision in favour of either a 
deductive or inductive approach will direct the strategic decisions and steps taken in 
the subsequent research process. Bryman (2004) refers to two general procedures to 
generate knowledge: 
 Deductive research methodology 
 Inductive research methodology 
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A deductive research approach is based on a theory, existing problem or question that 
has to be answered or explained. In contrast to inductive research, which uses 
observations as a first step of the research process, deductive research aims to provide 
possible answers or hypotheses (Bryman, 2004). The hypotheses result from premises 
which are used as the foundation for new theoretical development. The newly 
developed theory sets out to answer a previously posed research problem or question 
(Bryman, 2004). Empirical data is collected and analysed to either confirm or reject the 
developed hypotheses, leading to a revision of the previously developed theory 
(Bryman, 2004). For this research study, the researcher follows a deductive research 
approach. The identified research problem is grounded in theory, and assessed by the 
means of hypothesis development and testing. 
 
A key problem of deductive research results from its actual design. As theories and 
hypotheses exist prior to the actual empirical research stage, some of the prior 
assumptions, or parts of the chosen theory, can be incomplete and, therefore, the 
results could have flaws. However, deductive research enables researchers to use 
small subsets of reality for theory generation. Thus, deductive theory can be applied in 
more complex situations, which provides researchers with a strong advantage.  
 
Contrasting the deductive approach is the inductive research approach. An inductive 
approach means that “…theory is the outcome of research. In other words, the process 
of induction involves drawing generalisable inferences out of observations” (Bryman, 
2004, p. 9). In other words, the research is based on initial observations of a problem 
upon which hypotheses are developed, which are tested through empirical data 
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analysis (Bryman, 2004). A pre-condition for the successful application of inductive 
research is that no prior assumptions regarding correlations between the variables 
used to outline the phenomenon under scrutiny, are made. This results from the fact 
that the research aims to establish this relationship through the outlined research 
process. However, in order to do so, further data sets are required to confirm the 
initially found link. 
 
Furthermore, research designs can be classed into two categories: exploratory and 
conclusive research design (see Figure 2)  
Figure 2 Research design, adapted from Malhotra and Birks (2006, p. 62). 
 
The objective of an exploratory research design is to develop an understanding of 
marketing phenomena, and to ask open questions that allow the researcher to gain 
insights into what is happening in terms of a specific topic of interest. Furthermore, 
the objective of an exploratory research design is to develop an understanding of the 
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nature of a problem; consequently, exploratory research can help to develop such an 
understanding and to form a conclusion as to whether or not a research project is 
worth pursuing (Saunders, Lewis and Thornhill, 2012). The table below explains why 
exploratory research design was rejected as a research method for this study. 
Table 3 Disadvantages of Exploratory Research Methods 
 
Research Method Advantages Disadvantages Decision For or 
Against Usage of 
Research Method 
Observation Accurate data 
Not dependent on 
respondents’ 
willingness to provide 
data 
Not possible to 
observe past and 
future behaviour 
REJECTED 
Large sample needed 
to ensure statistical 
power 
In-depth Interview Data Rich 
In-depth knowledge of 
phenomena in 
question 
 
Time Consuming 
Interviewer Bias 
Hard to interpret 
REJECTED 
Difficult to draw 
generalisations from 
findings 
 
 
Focus Group Data Rich Potential unwillingness 
of respondents to 
share data 
Interviewer bias 
High cost and need for 
resources 
 
REJECTED 
Potential for 
misinterpretations 
Misjudgement of 
results 
Lack of answers to 
sensitive questions 
Adapted from Malhotra et al. (2014) 
 
Following on from exploratory research designs, conclusive research designs are 
assessed for their suitability for this research study. Conclusive research designs are 
“…characterised by the measurement of clearly defined marketing phenomena” 
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(Malhotra et al., 2012, p. 86). For the purpose of this research, this is represented 
through the brand and performance impact of event sponsorship and event marketing. 
A further characteristic of conclusive research design is its formal research procedures, 
which are based on clearly-defined research objectives (e.g., to identify the moderating 
effects of brand orientation) (Kinnear and Taylor, 1991). Additionally, conclusive 
research designs warrant a large sample size, aim to be representative, and their data 
is collected by means of surveys, secondary data sources, databases, panels, 
structured observations and experiments. Subsequent to the data collection process, 
the data is quantitatively analysed. 
 
Conclusive research designs are subdivided into two main categories: descriptive 
research and causal research (Iacobucci and Churchill, 2010). A descriptive research 
design (e.g., cross-sectional research design or longitudinal research design) is often 
concerned with, or determines, the frequency of how often something occurs, or the 
relationship between two variables, such as the relationship between the use of event 
marketing and financial performance levels (Iacobucci and Churchill, 2012).  
According to Iacobucci and Churchill (2012), “A causal research design is concerned 
with determining cause-and-effect relationships, and these are studied via 
experiments” (p. 59). Experiments are often used in a consumer context such as to 
determine the effectiveness of advertising under different circumstances (e.g., culture, 
location). Table 4 provides the reasoning for the selection or rejection of descriptive 
and causal research designs for this study. This is followed by a more detailed 
discussion of the research design chosen for this study. 
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Table 4 Research Design 
 
Research Method Advantages Disadvantages Decision For or 
Against Usage of 
Research Method 
Experimentation 
(Causal Research 
Design 
Good to establish 
causal relationships 
High levels of external 
(field experiments) and 
internal (laboratory 
experiments) validity 
Cost intensive 
Time intensive 
Difficult to control for 
researcher 
REJECTED 
Large number of 
variables are difficult to 
evaluate through 
experimentation 
Longitudinal Study 
(Descriptive 
Research Design) 
Good for detecting 
change 
Large volumes of data 
High level of accuracy 
Difficult to gain access 
to conduct longitudinal 
studies 
Time intensive 
Response bias 
REJECTED 
Time and limited 
access prohibit a 
longitudinal approach 
(Single) Cross-
Sectional Study 
(Descriptive 
Research Design 
Representative 
sampling 
Limited response bias 
Limited option for 
detecting change 
Less accurate 
(compared to 
longitudinal designs) 
 
SELECTED 
Adapted from Iacobucci and Churchill (2010); Malhotra et al. (2014). 
 
The present study followed a cross-sectional research design. Specifically, it employed 
a single cross-sectional research design, which refers to the use of only one sample 
drawn from a target population (Malhotra et al., 2014). The single cross-sectional 
research design utilised in this study allowed the researcher to draw a representative 
sample, and control for response bias.   
The term cross-sectional research design is often used synonymously with the term 
survey design and, therefore, it is closely linked to structured interviews and 
questionnaire research (Bryman, 2004). A unique feature of cross-sectional research 
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design is that data is collected at one specific point in time on several cases (always 
more than one) (Saunders et al., 2012). In the context of this study, a cross-sectional 
research design was utilised to provide a snapshot of the investigated sample 
population and their use of event sponsorship and event marketing. A longitudinal 
study was considered but was deemed to be too time- and cost-intensive. Following 
on from this, researchers collect data of multiple cases to find variance in the data, and 
to achieve a representative sample of the target population. Collecting data from 
multiple cases (e.g., different organisations) enables the researcher to draw more 
detailed conclusions and distinguish individual cases, as well as fulfilling sampling 
requirements (Bryman, 2012). Thus, the collection of multiple cases for this study 
allowed the researcher to gather information from a wide number of organisations with 
regard to their use of event sponsorship and event marketing, and the impact these 
event formats have on brand- and performance-related outcomes. The data collection 
will result in a set of quantitative and quantifiable data which is connected to at least 
two variables (dependent and independent variables) (Bryman, 2012).  
 
It is understood that quantitative data and its analysis supports the systematic and 
standardised determination of variation (Iacobucci and Churchill, 2010). Furthermore, 
variables are analysed with the aim of detecting patterns of association (Bryman, 
2004). The analysis or detection of such patterns among variables is not based on the 
specific time order of the variables, as the data was collected simultaneously (Bryman, 
2004). However, the objective is to identify relationships among the variables 
researched (e.g., the impact of event sponsorship on brand performance) (Bryman, 
2004). 
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4.3 Data Collection 
 
4.3.1 Primary and Secondary Data 
 
 
There are two types of data that can be collected - primary and secondary (Saunders 
et al., 2012). Primary data is “…data originated by the researcher specifically to 
address the research problem” (Malhotra et al., 2012, p. 55). Researchers employ 
primary data collection as it enables them to gather information on the specific 
phenomena under investigation. However, collecting primary data often requires 
substantial resources in terms of both finance and time. 
 
Secondary data is data collected for some purpose other than the problem at hand 
(Malhotra et al., 2014). Iacobucci and Churchill (2010) describe secondary data as 
prior existing data that has been collected for an earlier purpose and not for the 
phenomena in question. Furthermore, secondary data can be divided into two 
subcategories - internal and external data. Internal data refers to data found within a 
particular organisation, whereas external data reflects data that is gathered from 
sources outside the organisation (Iacobucci and Churchill, 2010).  
 
In contrast to the collection of primary data, the usage of already existing (secondary) 
data provides the opportunity to save time and cost. However, and in spite of the above 
outlined advantages of secondary data, Iacobucci and Churchill (2010) highlight two 
more disadvantages resulting from the use of secondary data: the problem of fit and 
the problem of accuracy. Data that is collected for a purpose other than the phenomena 
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under investigation can display problems of fit because of issues such as different units 
of measurement, class definitions or publication currency (Iacobucci and Churchill, 
2010). Existing data that does not match the research problem and/or question might, 
therefore, only have limited informational value, as it may be difficult to match the data 
with the research question. An example within the context of this research is research 
studies which are based on different definitions of event sponsorship and event 
marketing. Such studies might give indications with regards to issues of the brand and 
the performance impact of event sponsorship and event marketing. However, due to 
the differing definitions of the event formats, the fundamental differences would prohibit 
the researcher from drawing straight comparisons between this research project and 
the secondary data contained in research studies based on different definitions. 
 
4.3.2 Qualitative and Quantitative Research 
 
 
Research studies building on a quantitative research approach enable researchers to 
examine relationships between two and more variables, uncover trends and point out 
differences within one set of data or different sets of data (Iacobucci and Churchill, 
2010). An example, therefore, is the moderating effect of organisational innovativeness 
on the event sponsorship frequency brand performance relationship. The quantitative 
approach of this study enables the researcher to determine whether organisational 
innovativeness positively or negatively impacts upon the relationship between the two 
variables. The data used for the example above was collected by means of a 
questionnaire-based survey. Further sources for quantitative data can be statistical 
databases, such as those of the Ministry of Finance or other financial institutions (e.g., 
banks). The analysis carried out on such data sets is statistical in nature, and the 
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findings often allow researchers to make generalisations (Iacobucci and Churchill, 
2010). 
 
In contrast to quantitative research, qualitative research assumes that theory emerges 
as a result of qualitative data collection and the appropriate analysis of such data 
(Bryman, 2012). However, researchers such as Silverman (2003) suggest that 
qualitative research can be used to both develop and test theory, which constitutes a 
development towards the maturity of qualitative research as a research strategy. To 
conduct qualitative research such as observations and interviews, researchers locate 
themselves within or in close proximity to the environment they are investigating. The 
data gathered by the researcher reflects the perceptions of the investigated individuals 
within their normal environment (Bryman, 2012). 
 
However, the analysis of individuals’ perceptions as part of the qualitative data analysis 
process, allows for interpretations of such perceptions, but it does not allow 
researchers to measure criteria such as frequency or quantity, which can be achieved 
through quantitative techniques (Saunders et al., 2012). In a qualitative study, the 
researcher becomes part of the social environment or world that his/her research 
subjects are embedded in, in order to learn and understand their view of the world. The 
researcher then interprets the collected information based on his/her understanding of 
the research subjects’ roles as social-actors (Saunders et al., 2012). Nonetheless, and 
in spite of the advantages of qualitative research (e.g., the development of an in-depth 
understanding of a phenomena or view of the world), critics of qualitative research 
approaches point to the shortcomings of qualitative research such as the lack of 
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transparency, problems with generalisability and the subjectivity of the reported 
findings (Bryman, 2012). 
 
4.3.3 Survey Method 
 
 
Employing a survey to collect quantitative data is a widespread research approach 
within social science research (Malhotra et al., 2012). The term survey research is 
often used as a synonym for questionnaire. However, this is not correct, as surveys 
are “…interviews with a large number of participants using a questionnaire” (Malhotra 
et al., 2012, p. 133). All participants who participate in a survey are asked the same 
set of questions, which can be answered by the selection of one or more choices in 
response to a particular question. This structured approach allows researchers to 
compare and contrast individuals and groups of respondents, as well as to apply 
statistical analysis between the individual constructs represented in the survey 
(Iacobucci and Churchill, 2012). 
 
There are several ways to collect survey data such as telephone, face-to-face, postal 
and online surveys (Bryman, 2012). For this research study, the researcher chose to 
collect data by the means of an online questionnaire. In the following section a rationale 
is provided for the rejection of face-to-face, telephone and postal surveys. 
Subsequently, a more in-depth justification for the use of online questionnaires is 
provided. 
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Due to the number of respondents, their geographical location, and the resulting 
requirements (time, financial), face-to-face data collection was rejected as a method of 
data collection for this study. The population investigated in this study (brand and 
marketing managers) are spread across the U.K. Therefore, potential benefits, such 
as a higher response rate, would not have justified the high cost of visiting 180 or more 
managers across the U.K. Furthermore, brand and marketing managers in leading 
roles often have very limited opportunities to accommodate researchers in their diaries. 
Thus, face-to-face data collection poses another, and rather inflexible approach to 
collect data as it warrants the physical availability of the researcher and respondent at 
the same time and place. 
 
Subsequently, the option of collecting data for this study via a telephone questionnaire 
was rejected. The main reason was the length of the questionnaire and its complexity. 
The questionnaire had 14 pages and was developed to take approximately 25 minutes 
to complete. To solely communicate and collect very detailed and specific information 
over the phone presents a challenging task. Moreover, it is very unlikely for managers 
to be able to offer 25 minutes of their time to answer difficult and sometimes repetitive 
seeming questions, out of which measures are formed. In contrast to the telephone 
collection method, a hard copy of the questionnaire allows respondents to go back and 
read previous questions, so that they can reflect on their answers, or ensure that they 
are answered correctly, whereas, in a telephone-based setting, this requires the 
researcher to repeat the questions. However, after long consideration of the use of a 
mail or postal survey, this was also rejected for this study. There are three main 
reasons for the rejection of a postal survey. First, brand and marketing managers in 
management positions are pressed for time and travel frequently. Thus, it is difficult to 
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actually reach them with a postal survey, as they might not pick it up in the time frame 
given for the research study, or it might get lost among the large amount of other mail 
they receive. Second, the financial costs associated with a postal survey are a further 
obstacle. Costs, both in terms of time and the actual postage for the questionnaire, are 
very high when calculating a sample size of about 2000 potential respondents, which 
does not include pre-notification or follow-up calls. The third and final reason is the 
actual physical nature of a postal survey. Once received, respondents will have to carry 
the survey with them to fill it in, if they do not have the time to complete it at once, or 
make sure it does not get lost among their other mail. Thus, a postal survey is less 
practical for busy managers and could result in lower response rates for practical 
reasons. 
 
Table 5 Postal and Online Based Surveys 
 
Characteristics Postal survey Internet-based Survey 
Coverage High Low 
Speed Low High 
Control for Data Collection Low Low 
Response Rate Low Low 
Flexibility Low Medium to High 
Expertise to Construct Low Medium to High 
Cost of Labour High Low 
Invitation Letters, Envelopes, Post Personal to generate e-mail 
Data Entry and Data Handling Tabulation, Manual Control Done by respondents, Server 
Reminders Letters, Envelopes, Post Personal to generate e-mail 
Adapted from Malhotra et al. (2011, p. 234). 
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Online surveys, the method chosen for data collection in this study, represent the 
fourth option for conducting a survey study. The steady growth and ease of 
accessing the internet, via a laptop, tablet or mobile phone, provides wide access to 
respondents using digital channels. Furthermore, there are now two generations of 
people who have grown with the easy availability of the internet, and who are likely to 
use the internet as a main source of information. Thus, an online-based survey 
provides the researcher with the opportunity to contact respondents via e-mail, which 
they can access on their PCs, laptops, tabloids or phones. Evans and Mathur (2005) 
highlight the immense growth and success of e-mail and online-based studies since 
the start of the early 1980s. The continuous further development of online 
technology, and the global access to such technology, provides a promising outlook 
for further growth with regards to the use of online-based survey studies (Dillman, 
2007; Evans and Mathur, 2005).  
 
4.3.3.1 Online Data Collection Method 
 
 
There are a considerable number of advantages (see Table 5) associated with the 
use of online-based surveys as a research instrument. Due to increasing competition 
for research funding, the cost of conducting research often determines whether or not 
a study can be conducted. This is similar to the experience of the researcher of this 
project, as one of the reasons for choosing an online-based survey was the lack of 
funding available to finance a postal survey; hence, a more cost-efficient method was 
needed. Both Griffins, Goldsby and Cooper (2002) and Bhattacherjee (2001) further 
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argue that online-based survey studies result in easier access to respondents, faster 
responses and significantly lower costs (e.g., compared to postal surveys). 
Additionally, the growing availability of online technology, and the relative ease of 
access around the globe, decreases barriers and presents researchers from 
anywhere in the world with opportunities to collect larger samples (Crawford, McCabe 
and Pope, 2005). For this research study, the researcher needed a solution that 
allowed respondents to be flexible in terms of location, and at the same time would 
support a quick turn-around between sending the questionnaire and receiving the 
responses. This was achieved as online and mobile internet communication allows 
researchers to contact respondents in a timely manner, since respondents have 
access to e-mails or online platforms, not only on their PCs, but also on their laptops, 
tablets and mobile phones. The flexible access of respondents to e-mail supporting 
devices enabled a quick turnaround and resulted in the majority of responses being 
collected within less than three weeks. Similarly, Evans and Mathur (2005) argue that 
online surveys result in quicker responses, and hence a faster completion of research 
projects. The easier and more flexible access to online surveys is also credited with 
leading to higher response rates, less response error, and further provides the 
opportunity to enrich surveys with videos and music (McDonald and Adam, 2003). 
Hence, online surveys provide researchers with a new set of stimuli that can be used 
to trigger responses, as well as to research respondents’ reactions or attitudes 
towards such stimuli (McDonald and Adam, 2003). Furthermore, and resulting from 
the ease of access to online surveys, there is an increase in convenience for 
respondents to answer, for researchers to send follow-up e-mails, and for simplifying 
transferring collected data to analysis software (e.g., SPSS), all of which are 
additional benefits associated with the use of online-based surveys (Evans and 
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Mathur, 2005; Hogg, 2003). The survey platform used (see next section) allowed a 
seamless downloading of the gathered data into SPSS. 
 
However, the increasing use of online-based technology also leads to challenges. 
Both private consumers and professionals are exposed to a growing amount of 
electronically-distributed informational material, much of which can be classified as 
SPAM. Evans and Mathur (2005) argue that the increasing number of SPAM e-mails 
presents an issue for online-survey research. The researcher cannot say to what 
extent e-mails containing the link to the online questionnaire were classed as SPAM, 
and hence did not reach respondents. However, by using a credible e-mail address 
(@lboro.ac.uk), and providing a clearly research-related subject heading, the 
researcher aimed to minimize the risk of the sent e-mails being classed as SPAM. 
Furthermore, and despite the growing number of people who are familiar with the 
usage of modern communication devices, a lack of knowledge and IT literacy can 
lead to issues when conducting online-surveys, since respondents might struggle to 
access or operate the devices that the survey is displayed on (Dillman, 2007). 
Unfortunately, the researcher had no control over the respondents’ IT literacy. 
However, respondents were provided with clear instructions as to how to operate and 
fill in the online survey; hence, the researcher believes that a lack of IT literacy has 
not affected the data collection process.  
Due to the electronic nature of online-surveys, the collection of data is rather 
impersonal. Hence, respondents can react negatively to being approached online 
and, as a result, provide researchers with none or limited data (Evans and Mathur, 
2005). Similar issues were faced in this study. However, the researcher personalised 
all communication with respondents to minimise this issue. 
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Dillman (2007) has developed criteria for researchers who use online-based surveys 
to maximise their success and to develop a research instrument that is appealing, 
easy to understand and, at the same time, practical to operate for both respondent 
and researcher. First, researchers have to take into account that not all respondents 
operate on the same technological platform. This can be reflected by the diverging 
standards of communication devices (e.g., laptops, PCs), different operating 
systems, web-browsers, or the speed of internet connections (Dillman, 2007). 
Therefore, the researcher utilised an online survey tool that is accessible through 
different devices (e.g., PCs, laptops, tabloids and mobile phones), thus minimising 
any problems of accessibility for respondents. Second, the design of the survey must 
ensure a respondent-friendly design. This is demonstrated by a logical flow starting 
with the introduction, the order and display of the actual questions, as well as a 
simple way of operating it. The third and final criteria that Dillman (2007) points out is 
dependent on the online access in different regions; as such, some survey studies 
have to be carried out both electronically and/or paper based. Thus, the more difficult 
the design of the electronic version of a survey, the harder it is to develop such a 
survey into a paper-based research instrument. However, due to the widespread 
availability of the internet in the U.K., and the existing e-mail contacts of the 
respondents, the researcher ignored limited internet access as an issue for this study 
A key objective in survey research is to achieve a satisfactory response rate that is 
dependent on the number of respondents contacted. Moreover, the trust that 
respondents have towards the security of the data is paramount to achieving this 
objective. Ranchhod and Zhou (2001) argue that respondents are more critical of 
confidentiality issues with regard to online rather than paper-based surveys. Hence, 
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to ensure and communicate the safety of the data provided in this study, it was 
critical to assure respondents that their data was stored safely and would only be 
reported in an anonymised and aggregated form. 
 
In spite of the above-mentioned challenges of online-based surveys such as security 
and technical issues, the researcher chose to use an online-based survey for this 
study, since the benefits of online-based surveys outweigh the challenges and risks 
of this research approach. The key points here are the reduction of cost, the saving 
of time, the efficient process of following-up with respondents, and the flexibility 
provided through modern online-survey services such as Qualtrics. 
 
4.3.3.2 Choice of Online Survey Platform 
 
 
Before the final decision for an online-survey platform was made, the researcher 
assessed several online survey platforms; the two most suitable online solutions, 
SurveyMonkey and Qualtrics, are discussed below and a rationale is provided 
regarding the final selection of Qualtrics as the platform of choice for this study. 
The researcher had used SurveyMonkey and Qualtrics for previous and less 
extensive research projects. SurveyMonkey allows users to choose from among four 
versions, of which the basic version is free, and the other three require fees that 
depend on the tools available in each version. Due to the awareness levels of the 
SurveyMonkey brand, and its wide usage among private and professional clients, 
surveys developed and distributed with the SurveyMonkey tool are less likely to be 
associated with SPAM (Roth, 2013). 
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The second platform evaluated by the researcher was Qualtrics. Qualtrics is an 
American online-survey service provider that specialises in providing online-survey 
solutions, including extensive online and telephone customer support. Qualtrics, 
aside from their business solutions, specialises in providing online-survey solutions 
for universities, and particularly business schools, including a 24-hour helpline. Thus, 
out of the top 100 business schools in the world, 99 use Qualtrics as a service 
provider (Qualtrics, 2015). Qualtrics’s helpline provides added value to the user 
experience, and supports the development and execution of the survey. A key 
advantage of Qualtrics is the degree to which it allows customers to customise their 
surveys. Furthermore, Qualtrics’s user interface is well structured and easy to 
operate, and hence provides less experienced users with a good platform to develop 
their online-surveys. Beyond the actual online survey tool, Qualtrics offers its clients 
further services such as data-collection and further market research solutions (e.g., 
ad testing). This was an additional reason for choosing Qualtrics, since it would allow 
the researcher to draw from the existing survey for future studies, and further develop 
it on the same platform using Qualtrics’s database and data collection service. In 
summary, Qualtrics offers the most advanced, customisable and customer-friendly 
online-survey platform, and thus was chosen for this study. 
 
4.4 Sampling 
 
Following Iacobucci and Churchill (2010), there are six steps in the process of 
drawing up a sample: 
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Figure 3 Sampling process. Adapted from Iacobucci and Churchill (2010, p. 283). 
 
 
4.4.1 Target Population 
 
 
A target population is defined as “…the totality of cases that conform to some 
designated specifications” (Iacobucci and Churchill, 2010, p. 283). First, it has to be 
decided what the target population will be comprised of, such as individuals, 
households, business firms, or any other unit the researcher decides to choose 
(Iacobucci and Churchill, 2010).   
 
Marketing and brand managers were chosen as the target population for this study. 
Specifically, the target population consisted of executive brand managers and 
marketing managers who work for companies based in the U.K. According to the 
British Chambers of Commerce (2015), more than 5,000,000 employees work for 
businesses that are registered with the British Chambers of Commerce; moreover, 
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the Chartered Institute of Marketing (2014) reports more than 20,845 chartered 
marketers currently working in the U.K. However, not all marketing professionals hold 
a chartered accreditation. Thus, the number of chartered marketers has only limited 
power to provide an indication of the target population. 
 
4.4.2 Sampling Frame 
 
 
A sampling frame is “…a representation of the target elements of the target 
population that consists of a list or set of directions for identifying the target 
population” (Malhotra et al., 2012, p. 497). Within the overall sampling process, the 
sampling frame is the second step towards a final sample. Sampling frames can be 
constituted of telephone books, databases purchased from commercial providers, 
mailing lists or public records (Malhotra et al., 2012). Researchers also have the 
opportunity to assemble databases themselves. 
 
In the context of this study, the researcher initially intended to use the KOMPASS 
database, which Loughborough University’s School of Business and Economics has 
access to. However, after reviewing the quality of the contacts within the KOMPASS 
database, the researcher decided not to use it. This was because a number of the 
contacts within the KOMPASS database were either incomplete and/or did not have 
personalised e-mail contact details for the respective marketing or brand managers. 
As a result of the large number of incomplete contacts in the KOMPASS database, 
the researcher decided to acquire a commercial database from the company 
emailmovers Ltd. The reasoning for selecting emailmovers as a database provider for 
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this study was three-fold. First, in contrast to the KOMPASS database, emailmovers 
ensured that the data set contained the correct name, title, position and e-mail 
address for each contact purchased. This guarantee helped the researcher to save 
time to re-verify each contact point. Additionally, emailmovers replaced any contact 
that could not be reached due to an outdated e-mail address or faulty personal 
details, free of charge. Second, emailmovers’ customers can choose their dataset 
based on the respondents’ job title, field of work, industry, company size and 
geographical region. This allowed the researcher to choose a sample from across all 
industries, and from companies of different sizes, from across the U.K. who were 
listed as heads of marketing, branding or similar. Therefore, the researcher ensured 
a targeted approach to address the most eligible respondents. The third and final 
reason for selecting emailmovers was their cost to product ratio. In comparison with 
their competition, emailmovers provided an affordable database service.  
The database purchased from emailmovers contained the contacts for 6000 
marketing and brand managers located in the U.K., of which about 5700 had valid 
contact details. Each contact represented a different company. Thus, the researcher 
had 5700 valid contacts for the pre-test and main study. 
 
4.4.3 Sample Procedure 
 
The third step in the sampling process is concerned with the sampling procedure 
(Iacobucci and Churchill, 2010; Malhotra et al., 2011). This can be distinguished 
between two main types of sampling design: non-probability samples and probability 
samples. 
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Non-probability sampling is based on the personal judgement of the researcher when 
a sample is selected, and not on chance (Malhotra et al., 2014). This means that the 
researcher directly or indirectly influences the elements that are included in the 
sample. Malhotra et al. (2014) further argue that non-probability samples may provide 
good estimates for the characteristics of a population, but the results gained from 
such a sample cannot be objectively evaluated. Non-probability samples can be sub-
categorised into four categories: convenience sampling, judgemental sampling, quota 
sampling and snowball sampling. Table 6 outlines non-probability sampling 
techniques. However, non-probability research sampling was rejected for this 
research study in favour of probability sampling. Therefore, a rationale is provided 
following the introduction of probability sampling techniques. 
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Table 6  Non-Probability Sampling Procedures 
Sampling Procedure Sample Elements Purpose and Issues 
Convenience Sampling Sample of convenient elements 
selected by the interviewer. 
Not possible to identify whether 
sample reflects a target 
population. 
Judgemental Sampling Form of convenience sampling 
in which the sample elements 
are purposely hand selected by 
the researcher (Judge). 
To serve the research purpose 
and fulfil representative criteria. 
Quota Sampling Two-staged judgemental 
sampling. Stage 1: Develop 
control criteria and quotas for 
sample elements.  
Stage 2: Sample elements 
selected based on judgement 
or convenience of the 
researcher. 
The overall aim of quota 
sampling is to ensure 
representativeness by 
assembling a sample, which is 
supposed to reflect the 
population. 
Snowball Sampling “Non-probability sampling 
technique in which an initial 
group of participants is 
selected randomly. 
Subsequent participants are 
selected based on the referrals 
or information provided by the 
initial participants (Malhotra et 
al., 2011, p. 506). 
Collected data of people, which 
will reflect specific 
characteristics, or traits that 
cannot be found in the wider 
population. 
Adapted from Iacobucci and Churchill (2010); Malhotra et al. (2011). 
 
Similar to non-probability samples, probability sampling has four subcategories: 
simple random sampling, systematic sampling, stratified sampling and cluster 
sampling. Using probability sampling means that the units comprising the research 
sample are selected by chance, and that each sample has the same probability of 
being selected (Iacobucci and Churchill, 2010; Malhotra et al., 2012). The sampling 
technique chosen for this study was systematic sampling. Table 7 shows the 
probability sampling techniques that were rejected for this study. Furthermore, a 
contextualisation is provided, outlining the use of systematic sampling in this study.  
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Table 7 Probability Sampling Techniques 
 
Sampling Procedure Sample Elements Process 
Simple Random Sampling Each element has a known and 
equal probability to be selected 
Each element is selected 
independently in a draw from 
the overall sample 
Stratified Sampling Two-step sampling process to 
subdivide the sample into two 
subpopulations 
Following subdivision, simple 
random sampling is applied 
Cluster Sampling Overall sample is subdivided 
into two mutually exclusive and 
collectively exhaustive sub-
populations (clusters). 
Each cluster selected is 
represented by all its elements, 
if selected or based on 
probability a sample of 
elements is drawn. 
Adapted from Iacobucci and Churchill (2010); Malhotra et al. (2014). 
 
This study used systematic sampling technique which is similar to cluster samples 
(Iacobucci and Churchill, 2012). Probability sampling allowed the researcher to draw 
more general conclusions with regard to the use of events marketing and events 
sponsorship, and their brand- and performance-related outcomes (Saunders et al., 
2012). In a systematic sample a random starting point is first selected and then every 
ith element is picked up to follow from the sample frame (Malhotra et al., 2014). The 
sample interval i is determined by dividing the size of the population N by the sample 
size. The researcher chose contact 48 as a random starting point in the database 
and then selected every second contact to form the final sample (2826) of this study. 
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4.4.4 Response Rate 
 
 
In social science there is an on-going debate with regards to the level of response 
rates resulting from survey research. Lee and Lings (2008) indicate that postal 
surveys in the U.K. can achieve response rates of up to 30%. However, the authors 
further suggest consulting the literature from the respective field to learn about the 
response rates in other studies. As pointed out earlier, there is a lack of studies in the 
events sponsorship and events marketing field that adopt an organizational 
perspective, which would help to provide references for the question of response 
rates. Cornwell et al. (2001) achieves a response rate of 17.63% and a total of 146 
usable surveys investigating managerial perception with regards to events 
sponsorship. Other studies, such as that of Close et al. (2006), which investigates 
events marketing from a consumer perspective, only had a non-response rate of 5%, 
resulting in a total of 1741 responses. It becomes obvious by contrasting the number 
of responses received by Cornwell et al. (2001) and Close et al. (2006) that there can 
be quite significant differences regarding the number of responses. Furthermore, and 
following Lee and Lings (2008), time and financial constraints restrict, to a certain 
degree, the amount of data that a researcher can collect, while still having enough 
data to carry out appropriate analysis. The final response for this study was 226 
respondents. Kelloway (1998) suggests that for certain types of statistical analyses 
(e.g., structural equational modeling) 200 or more responses should be collected. 
Hence, the 226 responses collected for the present study allow the researcher to 
conduct structural equational modeling. 
 
  CHAPTER 4: METHODOLOGY 
PAGE 124 
4.4.5 Sample Elements 
 
 
The data for this study was collected from single respondents. This means only one 
respondent per company was contacted in order to fill in the questionnaire. Cornwell 
et al. (2001) argue that using a single but knowledgeable respondent to fill in a 
questionnaire is an appropriate method to ensure the quality of the responses 
provided. A further criterion was to contact respondents who were in executive 
positions (Head of Marketing or Brand Management). This added further to the 
quality aspect of the responses, since key decision makers are the most likely to 
provide accurate responses to the questionnaire. To ensure that executives 
completed the questionnaire, an eligibility scale was used in the questionnaire and 
responses of respondents that did not match the requirements were deleted. 
Furthermore, an additional argument for using single rather than multiple 
respondents per company was the risk of bias. The use of multiple respondents per 
company could result in conflicting results. This could be caused by diverging 
responses from executive managers and lower tier staff. Hence, only responses from 
key decision makers were considered for the study. 
 
4.5 Survey Design 
 
4.5.1 Questionnaire Design 
 
 
The following section describes the process of designing the questionnaire for this 
study based on Iacobucci and Churchill’s (2010) procedure for questionnaire 
development. 
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Figure 4 Procedure of Developing a Questionnaire 
  
4.5.1.1 Information To Be Sought 
 
 
Wherever possible, existing scales were used and adapted for the collection of 
information in this study. However, there are no existing measures for events 
sponsorship and events marketing. As outlined in Chapter 3, frequency was used to 
measure both events sponsorship and events marketing. Hence, the following tables 
display the measures and corresponding sources of the constructs used in this study. 
Table 8 outlines the information sought from respondents. 
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Table 8 Information Sought From Respondents  
 
 Frequency of Events Sponsorship  
Frequency of Events Marketing 
Brand Awareness 
Brand Attitude 
Brand Performance 
Financial Performance 
Brand Orientation 
  Organisational Innovativeness 
Industry Belonging 
Turnover of the Organisation 
Eligibility  
 
In the present study, event sponsorship and event marketing are measured through 
the frequency with which they are utilised by organisations. The author is not aware 
of an existing measure to reflect the use of event-related marketing formats. In the 
following, a rationale is provided by which the use of frequency to measure event 
activities is justified. 
 
In organisational research, evidence can be found which suggests that increased and 
more frequent communication among organisational departments increases the 
likelihood of achieving corporate objectives (Griffin and Hauser, 1992). Similarly, 
Fisher, Maltz and Jaworski (1992) find that the frequency of communication impacts 
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upon the use of the communicated information and the relationship quality between 
the parties communicating with each other. This is in line with Reinartz and Kumar 
(2003) who argue that relationships between two parties (e.g., event sponsor and 
event follower(s)) are constituted through the frequency, depth and scope of their 
interaction. Furthermore, the authors note that the more frequent the interaction 
between the two parties, the deeper the relationship and the wider the scope of the 
parties’ interaction. Therefore, they argue that an increase in event use has a positive 
effect on the relationship between the organisation (sponsor and/or event owner) and 
the event followers. 
 
To measure event sponsorship and event marketing in this study, the frequency of 
use of the two event formats is chosen to capture the variance of the two 
independent variables and to demonstrate how an increase in the number of event 
sponsorship and event marketing activities supports the organisations’ endeavours to 
achieve brand and performance objectives. Lagace, Dahlstrom and Gassenheimer 
(1991) suggest that an increased frequency of interaction between a selling and a 
buying entity allows the selling entity to communicate product information and 
process the advantages of their goods more clearly, and hence improve the 
relationship between the two entities. It can be further argued that this improved 
relationship quality will lead to increased brand and performance outcomes, as a 
result of the increased buying entity’s knowledge of the product and/or service in 
question. 
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Furthermore, only the responses of managers who passed the eligibility criteria were 
considered for this study. Thus, it is suggested that the respondents answered 
questions with regard to their organisations’ event use in an honest manner and to 
the best of their ability and knowledge. Therefore, it is proposed that the participating 
managers’ responses reflect their organisations’ real world use of event sponsorship 
and event marketing. Additionally, the researcher controlled for the participating 
organisations’ turnover. The results suggest that, irrespective of the organisations’ 
turnover, managers are prepared to invest in event sponsorship and event marketing. 
Hence, and as a result of the growing knowledge and experience of managers with 
regard to the use of event sponsorship and event marketing, it can be assumed that 
managers feel confident about achieving their brand and performance objectives via 
the strategic use of the above event activities. 
 
In order to allow the researcher to measure events sponsorship and events marketing, 
respondents were provided with a definition of both event formats and then asked to 
select the corresponding number of times the respective event format is used per year. 
All responses reported in this study are from organisations that use both events 
formats. Respondents were asked to rate the frequency of usage of event sponsorship 
and event marketing from “Never”, “Rarely (1-2)”, “Sometimes (3-5)”, “Often (6-10)”, to 
“All of the Time”. 
 
Brand Awareness 
Brand awareness is defined as “…the strength of the brand trace in memory that is 
reflected by the consumer’s ability to identify the brand under different conditions” 
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(Keller, 1993, p. 74). The scale used to measure brand awareness is adapted from 
Spry, Pappu and Cornwell’s (2011) regularly cited (127 citations) European Journal of 
Marketing article. Spry et al. (2011) report a reliability of .93 for the brand awareness 
scale, which reflects a high level of reliability (Malhotra et al., 2014). As in the case of 
Spry et al. (2011) all items were measured on a 7-point Likert scale, ranging from 
1=”strongly disagree” to 7=”strongly agree”. 
 
Table 9 Brand Awareness Measure 
 
Brand Awareness  
Compared to our competitors, our customers… 
 Are aware of our brand. 
 Can recognise our brand. 
 Recall our brand characteristics quicker because of our events 
activities. 
  
Adapted from Spry et al. (2011). 
 
Brand Attitude 
Brand attitude is defined as “…the general appreciation of a brand by a consumer” 
(Dolbec and Chebat, 2013, p. 461). Brand attitudes play a significant role within 
marketing, as consumers use it as a heuristic to shorten decision-making processes 
and to evaluate objects (Bettman, 1979; Fishbein and Ajzen, 1975). To capture brand 
attitude in this study, the brand attitude scale of Gwinner and Bennett (2008) was used. 
Gwinner and Bennett’s (2008) study investigates the effects that identification with 
sports and brand cohesiveness has, with a specific focus on predicting the fit of a brand 
in an events sponsorship setting. The original items were adapted to reflect the event 
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focus of this study. Gwinner and Bennett (2008) report a .89 (Cronbach alpha) reliability 
for the scale, which, as for the scale above, exceeds the required .6 threshold 
(Malhotra et al., 2014). All items were measured on a 7-point Likert scale, ranging from 
1= “strongly disagree” to 7= “strongly agree”. 
 
Table 10 Brand Attitude Measure 
 
Brand Attitude  
Our customers… 
 Like our brand more than our competitors brands. 
 Think of our brand as a very good brand. 
 Have a favourable disposition towards our brand. 
 
 
Adapted from Gwinner and Bennett (2008). 
 
O’Cass and Weerawadena (2010, p. 575) define brand performance as “…the relative 
measurement of the brand’s success in the marketplace”. The measure used by 
O’Cass and Weerawardena (2010) was employed in this study to measure brand 
performance. In their empirical study the authors investigate how market orientation 
and organisational culture impact upon brand performance, and further recognise that 
an innovative organisational culture has a stronger effect on a brand’s performance 
than the level of market orientation. The measure used by O’Cass and Weerawardena 
(2010) is one of three measures that the researcher considered for this study. The 
initial brand performance measure evaluated was that of Wong and Merrilees (2008). 
The measure was discarded due to its formative nature. The authors combined items 
describing different constructs such as brand awareness, brand image and brand 
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loyalty, to measure brand performance. The second brand performance measure to 
be considered for this study was that of O’Cass and Ngo (2007a). There is little 
difference between O’Cass and Ngo’s (2007a) measure for brand performance, and 
the measure used in this study regarding its items. O’Cass and Weerawardena (2010) 
developed a chosen brand performance measure which was initially published by 
O’Cass and Ngo (2007a) and O’Cass and Ngo (2007b) in 2007. The recurring use and 
publication of the brand performance measure indicates that the measure is regarded 
as being of sufficient quality to be published in outlets such as the European Journal 
of Marketing and the Journal of Business Research. Furthermore, the measure 
demonstrates a high Cronbach alpha of 0.93, which is a further indication for the 
scale’s reliability. All items were measured on a 7-point Likert scale, ranging from 
1=”Very Poor” to 7=”Very Good”. 
Table 11 Brand Performance Measure 
 
Brand Performance  
Relative to our main competitors, our… 
 Brand’s market share is... 
 Brand’s sales growth is... 
 Brand’s performance is... 
 
Adapted from O’Cass and Weerawardena (2010). 
 
Financial Performance 
 
Financial performance for the purpose of this study is defined as “…the degree of a 
firm’s ability to perform profit and sales growth” (Chen et al., 2013, p. 1183). Financial 
performance that results from events sponsorship and events marketing can provide 
managers with further justification for investment in events sponsorship or events 
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marketing, or point out potential issues with the financial impact of the two events 
formats. For this study, two financial performance measures were considered. The first 
financial performance measure considered consisted of four items and was published 
by Wong and Merrilees (2008). The items were as follows: growth rate of sales, market 
share in the last 12 months, profitability of the organisation in the last 12 months, and 
overall financial performance. The second financial performance measure evaluated, 
which was then chosen in the later process, consisted of three items and was published 
by Hooley et al. (2005). Both evaluated measures using similar items. However, the 
main reasons for choosing the Hooley et al. (2005) measure were the higher Cronbach 
alpha (0.92) and the fact that it was published in a qualitatively higher academic outlet. 
In their empirical study, Hooley et al. (2005) investigate how marketing resources can 
impact upon financial performance. In the present study, financial performance is used 
in a relative way, compared to the competitors of the responding manager’s 
organisation. Hence, it is the perception of the organisation’s financial performance 
relative to its competitors. Financial performance was measured on a 7-point Likert 
scale, ranging from 1=”Strongly Disagree” to 7=Strongly Agree”. 
 
Table 12 Financial Performance Measure 
 
Financial Performance  
In our organisation… 
 Overall profit levels achieved are higher compared to our competitors. 
 Profit margins are higher compared to our competitors. 
 Return on investment is higher compared to our competitors. 
 
  Adapted from Hooley et al. (2005). 
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The financial performance concludes the four outcomes of events sponsorship and 
events marketing. Following on from here are the two measures - brand orientation 
and organisational innovativeness - which function as moderators in the conceptual 
model which is displayed in Chapter 3. 
 
Brand Orientation 
Brand orientation is described by Urde (1999, p. 117) as “…an approach in which the 
processes of the organisation revolve around the creation, development and protection 
of brand identity in an on-going interaction with target customers with the aim of 
achieving lasting competitive advantage”. Brand orientation as a strategy gains in 
importance, since it helps organisations to develop stronger brands, and hence be 
more competitive. Two brand orientation measures were considered in this study: the 
first by Wong and Meerilees (2008) and the second by Baumgarth and Schmidt (2010). 
The latter was chosen for this study. Baumgarth and Schmidt (2010) investigate the 
importance of internal brand equity, its determinants and consequences. The authors 
find that a brand-oriented culture is a key determinant for internal brand equity. The 
brand orientation measure that Baumgarth and Schmidt (2010) use consists of eight 
items and displays a 0.89 reliability (Cronbach alpha). Each item was measured on a 
7-point Likert scale ranging from 1=”Strongly Disagree” to 7=”Strongly Agree”. 
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Table 13 Brand Orientation Measure 
 
Brand Orientation  
In our organisation… 
 We have a clear idea of what our brand stands for; brand identity and 
brand promise are well defined. 
 We use all our marketing activities to develop our brand and enhance 
its strength. 
 We recognise our brand as a valuable asset and strategic resource, 
which we continually develop and protect in the best possible way. 
 Brand equity is a key performance indicator (KPI). 
 Product, brand and/or marketing managers are competent and 
capable. 
 The development of our brand is not the responsibility of a small group 
within the company, but also the business of top management. 
 All business decisions are evaluated with respect to their impact on the 
brand. 
 The great majority of our company’s employees understand and live 
the brand values. 
 
Adapted from Baumgarth and Schmidt (2010). 
 
Organisational Innovativeness 
 
Hurley and Hult (1998, p. 44) define innovativeness as “…the notion of openness to 
new ideas as an aspect of a firm’s culture”. In their empirical study, Hurley and Hult 
(1998) find that organisations with higher levels of innovativeness in their culture are 
more likely to adapt and implement innovations. For the current study, the level of 
organisational innovativeness is of particular interest as a moderating variable, as it 
can provide an indication to what degree an organisation is willing to adopt innovative 
marketing communication tools (e.g., event marketing). Three innovativeness 
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measures were considered for this study. The measures of Camison and Villar-Lopez 
(2011) and Torchia, Calabrò and Huse (2011) were discarded because of their multi-
dimensionality. Thus, the chosen organisational innovativeness measure was adapted 
from Hurley and Hult’s (1998) heavily cited (2944 citations) Journal of Marketing article. 
The measure displayed a Cronbach alpha of .82, and hence surpasses the 
recommended threshold of .6 (Malhotra et al., 2014). The measure was comprised of 
five items which were measured on a 7-point Likert scale, ranging from 1=”Strongly 
Disagree” to 7=”Strongly Agree”. 
 
Table 14 Organisational Innovativeness Measure 
 
Organisational Innovativeness  
In our organisation… 
 Marketing innovation, based on research result is readily accepted. 
 Management actively seek innovative ideas. 
 Innovation is readily accepted in program/project management. 
 There are no penalties for people who try to implement an innovative 
idea. 
 Innovation in marketing communication activities is not restricted. 
 
Adapted from Hurley and Hult (1998). 
 
Control Variable Turnover 
Control variables are components that are included in the analysis process to evaluate 
whether or not there are further explanations for the phenomena being investigated, 
aside from the hypothesised relationships between the variables introduced in the 
model (Becker, 2005). The variable chosen as a control in this study was the annual 
turnover of the organisations that participated in the study. Using annual turnover as a 
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control enabled the researcher to ensure that all the statistical model’s identified 
relationships were controlled for the potential impact of the differences in the turnover 
of the participating organisations. Therefore, the researcher could give indications 
regarding the relationships found being valid for all organisations in this study, 
irrespective of their turnover. The participating organisations’ managers were asked to 
choose one of the ranges provided below to indicate the annual turnover of their 
company. The following ranges (all in GBP) result from the initial intention to use the 
KOMPASS database. KOMPASS uses the following ranges to group organisations 
based on their turnover: <10m; 10m-20m; 21m-50m; 51m-75m; 76m-125m; 126m-
250m; 251m-500m; 501m-1000m; >1000m. The researcher adopted the above ranges 
as they allowed a clearer differentiation between groups of organisations, compared 
to, for example, their legal form or number of employees. Furthermore, the turnover of 
the organisations (for later analysis purposes) was classed as a categorical variable, 
since it did not vary on a Likert scale. 
 
Eligibility 
To ensure quality, the responses were filtered using an eligibility scale. Each 
respondent’s eligibility to complete the questionnaire was measured with an eligibility 
measure. This ensured that respondents who were not qualified, or were not in the 
position to provide responses to the questions in the questionnaire, were identified. 
The measure comprised of four items which were measured on a 7-point Likert scale, 
ranging from 1=”Strongly Disagree” to 7=”Strongly Agree”. 
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Table 15 Eligibility Measure 
 
Eligibility  
 My job role qualifies me to answer questions about marketing and 
branding activities in my company. 
 I have a good overview of our marketing and branding activities. 
 I have a good overview of the company’s situation (e.g., performance, 
strategy, environment). 
 I am competent to answer the questions in this questionnaire. 
 
Adapted from Homburg and Jensen (2007). 
 
 
4.5.1.2 Response Format 
 
 
Bradburn et al. (2004) argue that a well-designed and structured questionnaire can 
lead to improved response rates, as it eases the process of understanding and filling-
in a questionnaire. Thus, special focus was put on the careful design of the 
questionnaire. To avoid misinterpretations, a close-ended answer format was chosen 
(except for one question) (Iacobucci and Churchill, 2010). In contrast to open-ended 
and/or multidichotomous question formats, close-ended question formats reduce the 
risk of misinterpretation (Iacobucci and Churchill, 2010; Malhotra et al., 2012). 
Furthermore, and due to the limited time resources of the respondents, response 
formats were chosen that reduced the time required to complete the questionnaire. 
Such design techniques are usually applied to reduce the risk of respondent fatigue 
and to enhance response rates (DeVellis, 2012). In addition to the previously stated 
advantages of close-ended question formats, the data gathered via closed-ended 
question formats allows researchers to apply specific statistical analysis procedures 
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and compare between individual or different groups of respondents (Iacobucci and 
Churchill, 2010). 
 
However, Podsakoff, Scott, MacKenzie, Lee and Podsakoff (2003) identify errors 
resulting from the chosen scale format as a source of common method bias. The 
authors argue that scales building on single format anchors (e.g., from “Strongly 
Disagree” to “Strongly Agree”) are more likely to cause common method bias. This is 
in line with Lindell and Whitney (2001), who propose the use of a variation of scales 
and formats to differentiate between different measurements (predictors versus 
outcomes), and hence to limit the likelihood of common method bias. To avoid common 
method bias, further steps can be taken. With regards to the use of the number of 
anchors of scales, Cox III (1980) argues that respondents can become frustrated by 
the limited choices available, whereas nine response options tend to be underutilised. 
Thus, and in addition to the dominant 7-point Likert scale formats used for the 
measures selected for this study, the researcher used answer options such as drop-
down menus and sliders based on 7-point Likert scales. This was to further reduce the 
risk of common method bias in this study, different format scale anchors and response 
formats were used (Podsakoff et al., 2003). In addition to the varying format scale 
anchors, respondents were provided with different answer formats such as sliders and 
drop-down menus. This further reduced the risk of respondent fatigue through the 
increased interactivity of the questionnaire. 
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4.5.3 Measurement Error 
 
 
Measurement error is described as “…the degree to which the variables we can 
measure do not perfectly describe the latent construct(s) of interest” (Hair et al., 
2010, p. 632). Furthermore, the authors identify several sources of measurement 
error such as faulty data input and definitional issues of the constructs to be 
measured. However, it is almost impossible to have no measurement error as most 
individual constructs contain some measurement error (Hair et al., 2010). 
 
Errors resulting from the misinterpretations of individual items (of measures) in 
questionnaires are classified as survey instrument errors (Collins, 2003). Before pilot-
testing the questionnaire, industry experts and a group of academics screened the 
questionnaire. As a result, negative worded items were worded positively. However, 
not many adjustment of the original items in regard to negative words were 
necessary. 
 
According to Hair et al. (2010) data analysis error occurs if the wrong or inappropriate 
data analysis process is chosen. For this research study a two-staged analytical 
process was chosen, which included the estimation of a measurement model and the 
estimation of a structural model. To result from such a two-staged process are valid 
and reliable measures before the testing of the hypotheses of the structural 
(Anderson and Gerbing, 1991). 
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Common method variance is understood to be the main source of measurement error 
as is defined as “…the overlap in variance between tow variables due to the type of 
measurement used, rather than due to a relationship between the underlying 
constructs” (Dong, Zou and Taylor, 2008, p.111). In practical terms, common method 
variance refers to the potential of respondents following a similar pattern for 
answering different questions in a questionnaire, and hence causing common 
method variance. This implies that common method variance occurs because data is 
collected by means of different measures or scales from one respondent (Podsakoff 
et al., 2003; Rindfleisch, Malter, Ganesa and Moorman, 2008). 
 
Authors such as Lindell and Whitney (2001) and Podsakoff and Organ (1986) 
suggest avoiding common method variance as a result of obtaining data from one 
respondent by the collection of data with multiple measures from multiple 
respondents at different points in time. Even though such an approach is argued to 
help to avoid common method variance it is not applied in this study. This is due to 
the respondent characteristics. For this study, senior managers (e.g. head of 
marketing or head of branding) were contacted, since the information required to 
respond to the questions demanded that the respondent held a senior position. Thus, 
only the main manager in charge was contacted and/or asked to fill-in the 
questionnaire. Hence, asking multiple managers of one organisation to fill-in the 
questionnaire could add more bias and dilute the research findings as only the 
respective senior manager has all the insights needed to respond to the 
questionnaire. 
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Podsakoff et al. (2003) argue that in order to reduce the risk of common method bias, 
different scales and formats should be used. Therefore, in the current study, both 
open-ended and closed-ended questions were used. Furthermore, apart from Likert-
style questions, drop down menus and sliders were used as formats for respondents 
to answer questions. 
 
4.5.3 Response Rate Enhancement 
 
 
Response rate is defined as “…the percentage of the total attempted interviews that 
are completed” (Malhotra and Birks, 2006, p. 237). Following Churchill (2001), good 
response rates outline a higher degree of representativeness. In contrast, low 
response rates can elevate the risk of non-response bias and raise questions as to 
whether or not the conclusions drawn from the collected responses can be seen as 
representative. However, Malhotra and Birks (2006) highlight the fact that online 
surveys such as the survey used in this research study, can yield low response rates. 
A potential issue resulting from a low response rate is response rate bias. Response 
rate bias is understood as the difference between the actual respondents of a survey 
and the ones contacted who refused to respond (Malhotra and Birks, 2006).  
 
In a first step, it is critical to choose a target population that allows the researcher to 
contact and collect data from the respondents within that population. Hence, it must 
not be surprising if response rates, depending on the target population, differ strongly. 
In this particular research, only decision makers (e.g., Head of Marketing, Head of 
Branding) were contacted. Due to the seniority (career-wise) of the contacted target 
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population, a lower response rate is not unusual, since the individual managers are in 
demand as a result of their daily job requirements. Before this research study was 
undertaken, the researcher evaluated different databases (e.g. KOMPASS, Qualtrics 
and Contact Points) for their suitability for this research project. The Qualtrics database 
used for this research study provided the best access in terms of the quality (e.g., 
accuracy) of the contacts it contained. 
 
Second, Iacobucci and Churchill (2010) highlight the importance of informing 
respondents about the value of the research study they are being asked to participate 
in, and the importance of their contribution. Hence, all respondents were provided with 
information regarding the actual research study, and why their individual contribution 
was important for the overall success of the study. The information was provided in 
text form in the same e-mail in which the link to the online questionnaire was sent out. 
There was no prior or additional provision of information for the respondents. This was 
for two main reasons: First, it is difficult to contact and interact with senior management 
staff (time restrictions) and second, sending managers prior information, or informing 
them with a phone call about the upcoming study, would have been highly time 
consuming and difficult to realise with regard to the respondents’ limited availability. 
 
Third, the respondents were assured that all the information that they provided was 
strictly confidential and that they could not be identified by external parties. 
Furthermore, results or conclusions drawn from the collected data would only be 
reported in aggregate form, and hence would not allow individual respondents to be 
identified. 
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Fourth, it is argued that incentives such as the provision of the aggregate results (non-
monetary) and/or the opportunity to win a gift voucher (monetary), increases the 
number of responses received as part of an online study (Cobanoglu and Cobanoglu, 
2003). The present study used both a monetary and a non-monetary incentive. 
Respondents were offered a summary of the research findings after completion of the 
study and, in addition, had the opportunity to win an Amazon gift voucher through a 
lottery, which the respondents entered by providing their contact details. 
 
Fifth, Iacobucci and Churchill (2010) suggest pre-testing a questionnaire to identify 
potential weaknesses and issues. The researcher used a three staged feedback and 
evaluation process for this purpose. After the first version of the questionnaire was 
designed, the researcher asked five senior academics to evaluate and comment on 
the questionnaire. The feedback provided by the academics then led to a first set of 
changes to enhance the quality and flow of the questionnaire. A professional feedback 
loop followed the academic feedback loop. For this purpose the researcher met with 
marketing professionals who also have backgrounds in market research. The feedback 
resulting from the professional feedback loop helped the researcher to make further 
adjustments to the questionnaire, which made it easier and faster for respondents to 
complete, and hence increase the number of finished questionnaires. The testing of 
the questionnaire was concluded with a pilot-study. The results of the pilot study led to 
a final set of changes before the main study commenced. 
 
  CHAPTER 4: METHODOLOGY 
PAGE 144 
Sixthly, the length of a questionnaire is an often-discussed topic, especially within 
organisational research (Lee and Lings, 2008). Due to managers’ time constraints, 
long questionnaires might yield lower response rates compared to shorter 
questionnaires. Taylor-West, Saker and Champion (2013) argue that there is no clear 
evidence that suggests an optimal length for questionnaire research, and further point 
out that there is a rationale for both short and long questionnaires. This study used a 
questionnaire with a total of 14 pages. The first two pages of the questionnaire were 
used to filter the respondents according to their managerial positions and the frequency 
with which their organisations use events sponsorship and/or events marketing. 
 
To conclude, it can be difficult to address and contact managers with a request to 
answer a survey at a time that is convenient for them, and which allows them to take 
the time to complete the survey. The researcher decided to distribute the personalised 
surveys on Tuesday mornings. The rationale, therefore, was that managers normally 
have to go through a lot of e-mails received between Friday afternoon and Monday 
morning. Additionally, Mondays are often used to structure and plan the coming week. 
Thus, Tuesday mornings were selected based on the idea that managers will have 
gone through the e-mails received over the weekend and new e-mails will not be 
overlooked or stalled behind too many other unanswered e-mails. 
 
4.5.4 Pre-testing 
 
The questionnaire itself was pre-tested before the main study of this research project 
commenced. Pre-testing a questionnaire can help to ensure and enhance the quality 
of the questionnaire through the elimination of weaknesses and ambiguities, such as 
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problems with the format of questions, language issues and inappropriate 
measurements (Deshpandé and Farley, 2004; Iacobucci and Churchill, 2010). The pre-
testing of a questionnaire is characterised by two stages: Protocols/debriefings and 
pilot studies (Kalafatis, Pollard, East and Tsogas, 1999; Iacobucci and Churchill, 2010).  
 
4.5.4.1 Protocol and Debriefing 
 
 
The first step/protocols are, in fact, interviews with a selected group of people who 
provide feedback regarding the questionnaire, whereas a pilot study represents the 
launch of the questionnaire to a small-scale sample (Diamantopoulos, Reynolds and 
Schlegelmilch, 1994). The interviews result in a sizeable amount of information with 
regard to the questionnaire’s design, wording, layout, and foremost, the degree to 
which respondents are able to follow and understand the questionnaire. 
 
Debriefings are a further feedback loop to ensure the quality and practicality of a 
questionnaire. However, and in contrast to protocols, respondents are asked for 
feedback after they have completed the questionnaire (Hair et al., 2010). After filling-
in the questionnaire, respondents are provided with further insights into the research 
study and are asked to elaborate on their responses and point out any difficulties they 
have encountered while responding to the questionnaire (Reynolds, Diamantopoulos, 
and Schlegelmilch, 1993). 
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Protocols and debriefings, used to pre-test the questionnaire protocols, were 
conducted with a total of four marketing academics and two marketing professionals. 
The protocols lasted for about 30 minutes, whereas the debriefings conducted with five 
marketing professionals lasted for about 40 minutes. The debriefings took place at a 
marketing research and consultancy firm in London and the protocol sessions at the 
School of Business and Economics at Loughborough University. 
 
4.5.5 Revision of the Questionnaire 
 
 
The researcher edited the initial questionnaire in response to the feedback provided 
during the protocols and debriefings with academics and managers. 
 
4.5.5.1 Structure and Content 
 
 
Both the consulted academics and managers communicated their concerns about the 
length of the questionnaire. The questionnaire had a total of 18 pages. Both academics 
and managers stated that the questionnaire was too long, which would have a negative 
impact on the response rates, as managers do not have the required time to fill in such 
a lengthy questionnaire. 
 
A main point of constructive feedback on the academic side concerned the introductory 
page of the questionnaire. Two academics highlighted that the information provided on 
the introductory page needed to be more specific regarding the data protection 
measures undertaken and the anonymity provided for respondents; this would 
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enhance the respondents’ confidence in the rigour, security and transparency of the 
outlined research project. A further note made by the academics concerned the 
definition of the two event constructs. It was critical to make the respondents 
understand the different characteristics of events sponsorship and events marketing. 
 
A further point of concern was the lack of further clarification as to why questions were 
asked in a particular way, and the corresponding answer formats. Hence, further 
information was added, which explained the need for the format in which the questions 
were presented. 
 
The feedback from the consulted managers can be summarised into three main points. 
First, the overall length of the questionnaire was criticised and, second, so was the 
number of questions (items) of some of the individual questions. This was due to their 
reflective nature, which allows items to be used interchangeably, and hence items 
showed a high degree of similarity (Cadogan and Lee, 2013). The third and final remark 
concerned what the managers referred to as the use of academic terminology or 
“complicated” wording, which they thought would decrease managers’ willingness to 
respond to the difficult worded questions. 
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4.5.5.2 Layout 
 
 
There were three main changes made as a result of the feedback received. First, the 
progress bar shown on the bottom of the page was replaced with the actual number of 
pages (e.g., 4 of 12). This showed the respondent more clearly how much of the 
questionnaire they had already completed. 
 
Second, all the academics suggested providing an easier start to the survey, in order 
to ease the respondents into the process of answering questions. Hence, several 
questions that were placed in the middle section of the questionnaire were brought to 
the beginning to avoid scaring respondents by having too complicated-seeming 
questions at the start of the questionnaire. 
 
Third, the number of questions that could be answered using sliders and drop down 
menus was increased following the suggestion of three managers who suggested 
providing a more interactive customer interface for the survey.  
 
4.5.6 Pilot Study 
 
 
The same database, provided by emailmovers, was used for the pilot study as that 
employed in the main study. The sample chosen for the main study consisted of 2826 
contacts. The researcher chose 200 contacts from the 2862 contacts. The 200 contacts 
were chosen using same procedure as the one with which the overall sample was 
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drawn. The researcher started with contact 48 of the 2826 contacts and selected every 
second contact until 200 contacts were identified. Due to the previously outlined 
reasons for not pre-notifying the contacts about the upcoming study, no e-mail or other 
informational material regarding the study was sent out prior to the pilot study. 
 
The 200 contacts used for the pilot study were pre-screened, which meant that all 
contacts had a personalised e-mail address and their position (e.g., Head of Marketing) 
provided. However, this did not guarantee that the contact details were valid. The initial 
e-mail containing the link to the online questionnaire was sent out on a Tuesday 
morning and a follow-up e-mail was sent seven days later. The initial email yielded a 
total of 20 responses, of which 19 could be used. The follow up e-mail resulted in no 
additional responses. This represents a response rate of 9.5% for the pilot study. The 
19 valid responses were subsequently included in the main data sample. 
 
The questionnaire for the pilot study provided a small feedback section, in which 
respondents could state potential concerns and make suggestions for the improvement 
of the survey. A main concern of respondents was the length of the survey and the 
repetitiveness resulting from the questions, which followed a side-by-side logic. This 
means that respondents were presented with the same questions next to each other. 
However, one set of questions was asked in the context of events sponsorship and the 
other in the context of events marketing. 
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4.5.6.1 Second Revision  
 
 
Based on the feedback provided by the respondents in the pilot study, a number of 
changes were made to the questionnaire to further improve it. The changes included 
the simplification and shortening of the overall questionnaire. 
 
4.5.6.2 Structure of the Questionnaire 
 
 
Respondents’ feedback in the pilot study resulted in two further changes to the 
questionnaire. First, the general feedback by respondents was that it took them about 
15 min longer than predicted by the researcher to fill in the survey. Hence, the 
respondents strongly suggested further shortening of the questionnaire. However, the 
respondents also pointed to the fact that they could leave the questionnaire and return 
to the exact section where they left it two days later might allow for a slightly longer 
questionnaire. Second, some respondents were confused about a question regarding 
their role in the events sponsorship or events marketing process. The question was 
removed, as it was deemed not vital, and to allow for a better and non-confusing 
questionnaire flow. 
 
4.6 Main Survey 
  
4.6.1 Final Questionnaire 
 
After the pilot study and the second revision, the questionnaire was finalised. The 
questionnaire consisted of 12 pages and an additional 2 pages, which consisted of an 
introductory page and a page that was used to filter out respondents who were not 
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eligible to participate in the study. The main survey was sent on a Tuesday morning 
with two follow-up e-mails, one and two weeks after the initial publication, respectively.  
 
4.6.2 Response Rate 
 
 
The final sample used for the main study of this research project consisted of 2626 
contacts. The original sample introduced in Section 4.4.3 counted 2826 respondents. 
The 200 contacts used for the pilot study were deducted from the overall sample, which 
left the researcher with 2626 respondents (contacts) for the main study. The 2626 
contacts used for the main study were pre-screened (see 4.4.3), and hence all contacts 
had a personalised e-mail address and an appropriate position (e.g., Head of 
Marketing) to answer the questionnaire, and were therefore deemed suitable for the 
study. A total of 207 usable responses were collected. These were complemented by 
the 19 responses from the pilot study to form a total of 226 responses. 
The response rate for the main study was 7.9% and the response rate for the overall 
study (including the pilot study) was 8%. 
 
2826-200 = 2626                                     
207/2626* 100 = 7.9%                 226/2826* 100 = 8% 
 
A response rate of 8% was deemed acceptable, considering the length of the 
questionnaire, the high rank of the managers required to fill in the questionnaire, and 
the unique field of investigation (events sponsorship and events marketing). A 
  CHAPTER 4: METHODOLOGY 
PAGE 152 
response rate of 8% (226 responses) allowed for the use of advanced statistical 
analysis packages (LISREL) to develop a structural equational model (Kelloway, 
1998). The response rate of 8% was also in a similar range compared to the response 
rate of the pilot study.  
 
4.6.3 Non-Response Analysis 
 
 
Iacobucci and Churchill (2010) argue that quantitative research allows researchers to 
draw more general conclusions from their research results. However, drawing 
conclusions from the results of the analysis of a data set, which was collected over a 
period of time, may be jeopardised due to non-response bias. According to Armstrong 
and Overton (1977), there is the notion that late responses (responses that are 
received at a later point of time during the data collection process) could be treated 
similarly to non-responses. The following table outlines the number of responses 
received during the period data collection: 
Table 16 Early and Late Responses 
 
Survey Implementation Initial E-mail 1. Reminder 2. Reminder 
Completed 
Questionnaires 
 
138 
 
53 
 
16 
 
To identify whether or not there is a significant difference between respondents who 
responded to the initial e-mail or the reminders sent with a delay of one and two weeks 
respectively, a t-test was used to assess statistical differences between the two groups. 
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According to Hair et al. (2010, p. 442) a t-test is used to “…test the statistical 
significance of the difference between two sample means for a single dependent 
variable”. The responses of the first 40 (early respondents) and the later 40 
respondents (late respondents) were compared. The t-test analysis was performed 
using the dependent variables outlined in the conceptual model. These variables 
included brand awareness, brand attitude, brand performance and financial 
performance. In addition to the dependent variables, the research conducted a t-test 
with the two moderating variables displayed in the conceptual model. All t-tests were 
performed using purified measures (See Chapter 5). The results of the t-test 
demonstrate that there is no statistically significant difference between early and late 
respondents (see the results of the t-test in Appendix 1). Hence, it is suggested, that 
non-response bias is unlikely to have influenced the present study. 
 
4.7 Chapter Summary 
 
 
This chapter has first provided an in-depth view into methodological approaches 
towards qualitative as well as quantitative research methods. Following this, an outline 
of exploratory versus conclusive research and qualitative and quantitative research 
approaches were introduced and discussed. A specific focus was placed on 
quantitative survey-based research. The chapter concluded with the sampling and data 
collection process that the researcher followed for this study. 
Key words: Research Design, Quantitative Research, Online-Survey 
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Chapter 5 Data Analysis and Findings 
 
 
5.1 Introduction 
 
 
As outlined in Chapter 4, this study follows a two-step approach incorporating a 
measurement model and a structural equation model (Anderson and Gerbing, 1988). 
The approach of Anderson and Gerbing (1988) is combined with the eight-step 
analysis process of structural equation modelling suggested by Diamantopoulos and 
Siguaw (2000). Following on from the introduction of the two-step approach of 
Anderson and Gerbing (1988) and Diamantopoulos and Siguaw’s (2000) eight-step 
process in LISREL is a short discussion of the measures and the items forming the 
measures in the measurement model. A discussion of the procedures employed to 
guide the analysis process introduces the chapter. The introduction of the procedural 
setting is complemented by a further explanation of the data screening process that 
was undertaken. The chapter concludes with an assessment of the measurement 
model and the tests of reliability, discriminant validity, convergent validity and 
dimensionality. 
 
5.2 Procedural Considerations 
 
The two-stage process of Anderson and Gerbing (1988) followed in this study 
comprised the evaluation of a measurement model succeeded by the testing of a 
structural model. Firstly, the analysis of the measurement model commenced with an 
exploratory factor analysis (EFA), employed for non-confirmatory measure 
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purification. This was followed by an item analysis (inter-item correlations and item 
scale correlation). After completion of the EFA and item analysis, a confirmatory 
analysis of the discriminant validity, reliability, convergent validity and dimensionality 
under the consideration of a structural equational model (SEM) was performed. 
Secondly, the structural model was tested by employing structural equational 
modelling (SEM) to assess the nomological validity. 
 
To perform the tests outlined above, confirmatory factor analysis (CFA) and structural 
equational modelling using two software packages were employed - SPSS 21 and 
LISREL 8.71. SEM has advantages over multiple regression analysis. Both software 
packages are mandated for the overall analytical process to utilise their individual 
strengths initially. Hair et al. (2006) argue that SEM incorporates the estimation of 
separate but independent multiple regression equations and, hence, allows the 
incorporation of latent and manifest variables. The use of SEM allows a researcher to 
assess and evaluate the degree to which an existing set of data is reflected by 
hypothesised relationships, which are formed of a system of the constructs under 
investigation. The degree to which such a system of constructs, the resulting 
hypothesis and the data match, can be indicated in two ways. The main test to 
assess the fit between a data set and the hypothesised relationships is the chi-
square test (Field, 2014). Additionally, researchers have the opportunity to consult 
the goodness-of-fit indices (Byrne, 2013). For the final part of the analysis (CFA and 
SEM) LISREL was chosen as the software package. This was due to the advantages 
LISREL offered over SPSS in order to perform a CFA and SEM. 
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An exploratory factory analysis (EFA) constituted the beginning of the analytical 
process. In order to perform an EFA, researchers must ensure that an adequate 
sample size-variable/parameter ratio is achieved. Following Hair et al. (2006), a 
minimum sample size to variable ratio of five to one (5:1) is mandatory when it comes 
to performing an EFA. Under this consideration, twenty-five (25) variables and six (6) 
constructs were used as a basis. The final sample size for this study was 226. The 
required five to one ratio was therefore fulfilled, since the minimum required number 
of responses needed was 125 (5x25). The result of the clearly sufficient number of 
responses was that all variables could be analysed within one single EFA. 
 
5.2.1 Exploratory Factor Analysis (EFA) 
 
 
Authors such as Clark and Watson (1995) argue that EFA is one of the suitable 
analytical approaches for the initial item selection. In more general terms, factor 
analysis is a multivariate statistical test which is used by researchers to identify 
structures within a set of measures (Stewart, 1981). Hair et al. (2006) further argue 
that factor analysis allows researchers to identify whether or not there are 
interrelationships between a set of variables. The knowledge as to whether or not 
such relationships exist can help the process of defining individual constructs. The 
definition of individual constructs within a set of data then further allows researchers 
to draw a conclusion regarding the number of dimensions contained within one set of 
data, and hence to use the insights gained from the interrelationships and 
dimensionality to reduce the data. Exploratory factor analysis determines 
unidimensionality as a key factor within measurement approaches (Segars, 1997). 
This means, based on measurement theory, that a set of items measures only one 
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single factor (Churchill, 1979). In reverse, if unidimensionality is not achieved, this 
could indicate that there are issues with the validity of the tested measures. Thus, to 
ensure validity, items which prohibit the achievement of unidimensionality cannot be 
used in the formation process of a single factor, which can be achieved through 
summing up and averaging the individual items.  
 
Prior to commencing the EFA, the researcher performed an item analysis. In an item 
analysis, items are tested in terms of their ability to form an internal consistent scale 
(Spector, 1992). To achieve internal consistency the individual items of each scale 
were correlated with each other. An indicator of strong internal consistency is 
displayed if the correlations are significant or highly significant between the individual 
items of a scale, and hence suggest the evaluation of these items in further analysis 
(CFA) in more detail (Churchill, 1999). 
 
5.2.1.1 Item Analysis 
 
In order to be able to provide a description of a scale, which can later be used as a 
basis for further validation, item analysis was undertaken (DeVellis, 2012; Spector, 
1992). The reason for undertaking item analysis was to ensure that the individual 
measures demonstrated high levels of internal consistency and reliability (DeVellis, 
2012). DeVellis (2012) further argues that assessing the internal consistency of a 
scale by measuring inter-item correlations is used to identify the level of homogeneity 
between the individual items of a scale. As pointed out above, items which form a 
scale are required to showcase high levels of reliability, inter-item correlation and 
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item-scale correlations. To provide the necessary indicators, SPSS 21 was used to 
provide the reliability coefficient of each scale (Cronbach’s alpha coefficient), inter-
item correlation (correlation of each item of a scale with each other) and item-scale 
correlations (correlation between one item and the sum of the remaining items of a 
scale) (Spector, 1992). Items which, following the reliability, inter-item and item-scale 
analysis, display low correlations or negatively impact upon the scale’s reliability 
coefficient, are under consideration for future elimination. 
 
5.2.1.2 Inter-Item Correlation 
 
 
High correlations between individual scale-items have been argued to be indicators 
of the validity of a construct (DeVellis, 2003). Hence, it is further suggested that items 
which show high inter-item correlations are more likely to measure the same 
phenomenon and are indicative of a reflective measure (Iacobucci and Churchill, 
2010). The table below shows all inter-item correlations for all items in this study. Hair 
et al. (2006) argue that 0.4 indicates a strong internal consistency in terms of a 
measure. Based on the results displayed in Table 12, several items did not reach this 
threshold. The first item belongs to brand awareness (BAW3), whereas the other 
three questionable items that did not reach the cut-off point of 0.4 (BO5, BO6, BO8) 
belong to the brand orientation measure. At this point of the analysis process these 
items were not deleted. However, for the further analytical process, the failure to 
meet the 0.4 cut-off point in the case of BO5, BO6 and BO8 can indicate problems 
with those items in the subsequent EFA and CFA process. 
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Table 17 Inter-Item Correlations 
Brand Awareness    1    2    3    
BAW1 1.000    
BAW2 .792 1.000   
BAW3 .358 .389 1.000  
 
 
Brand Attitude    1    2    3    
BA1 1.000    
BA2 .599 1.000   
BA3 .680 .811 1.000  
 
Brand Performance    1    2    3    
BPERF1 1.000    
BPERF2 .584 1.000   
BPERF3 .546 .740 1.000  
 
Financial Performance   1    2    3    
FPERF1 1.000    
FPERF2 .877 1.000   
FPERF3 .754 .800 1.000  
 
Organisational  
Innovativeness 
    1    2   3   4   5 
OI1 1.000     
OI2 0.745 1.000    
OI3 0.732 0.801 1.000   
OI4 0.620 0.687 0.729 1.000  
OI5 0.757 0.691 0.695 0.757 1.000 
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Brand 
Orientation 
1 2 3 4 5 6 7 8 
BO1 1.000        
BO2 .558 1.000       
BO3 .609 .654 1.000      
BO4 .401 .416 .400 1.000     
BO5 .420 .534 .451 .299 1.000    
BO6 .421 .238 .371 .325 .288 1.000   
BO7 .498 .455 .562 .447 .368 .455 1.000  
BO8 .583 .458 .541 .398 .394 .406 .668 1.000 
 
 
5.2.1.3 Item-Scale Correlation 
 
Item-scale correlations are a further technique to test for scale unidimensionality (De 
Vaus, 2002). It is argued that items which do not correlate well with other items of a 
measure are likely to not fit or belong to that measure. Hence, item-scale testing is 
undertaken to provide further evidence of the unidimensionality of a measure. This 
means that items which display a low or no item-scale correlation are likely to not 
belong to that measure, and are hence in jeopardy of deletion. The results outlined in 
Table 13 below show the item-scale correlations. The item-scale and inter-item 
correlations do show different results. In the inter-item analysis items, BAW3 from the 
brand awareness measure and BO5, BO6 and BO8 from the brand orientation 
measure did not reach the recommended level of 0.4 (Hair et al., 2010). In contrast to 
the inter-item analysis, the item-scale analysis only displayed issues with regard to 
item BO4 of the brand orientation measure. Item BO4 did not reach the 0.5 minimum 
recommended by Hair et al. (2010). As with the highlighted items in the inter-item 
analysis, the in the item-scale analysis highlighted item was not removed before EFA 
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and CFA, but was seen as a further indication of potential issues with the brand 
orientation measure in the on-going analysis process. 
Table 18 Item-Scale Correlations 
 
Scales Scale items 
Corrected Item- 
Total Correlation 
    Cronbach's 
      Alpha       Mean 
Standard 
deviation 
Brand 
Awareness 
BAW1 
BAW2 
BAW3 
0.691 
0.681 
0.881 
0.734 5.85 
5.96 
5.10 
1.125 
1.021 
1.374 
Brand Attitude BA1 
BA2 
BA3 
0.672 
0.767 
0.832 
0.872 5.25 
5.74 
5.69 
1.136 
1.094 
1.097 
Brand 
Performance 
BP1 
BP2 
BP3 
0.606 
0.767 
0.832 
0.832 5.44 
5.56 
5.56 
1.196 
1.062 
1.037 
Financial 
Performance 
FP1 
FP2 
FP3 
0.861 
0.897 
0.802 
0.928 4.75 
4.69 
4.74 
1.397 
1.360 
1.311 
Brand 
Orientation 
BO1 
BO2 
BO3 
BO4 
BO5 
BO6 
BO7 
BO8 
0.636 
0.522 
0.524 
0.485 
0.696 
0.689 
0.689 
0.708 
0.859 5.96 
5.71 
5.98 
4.68 
5.92 
6.02 
4.83 
4.96 
1.117 
1.251 
1.123 
1.717 
0.987 
1.335 
1.586 
1.520 
Organisational 
Innovativeness 
OI1 
OI2 
OI3 
OI4 
OI5 
0.808 
0.828 
0.838 
0.762 
0.800 
0.926 5.28 
5.58 
5.45 
5.79 
5.43 
1.445 
1.350 
1.376 
1.231 
1.493 
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5.2.1.4 Scale Reliability 
 
Scale reliability is defined as “…the extent to which a measure produces similar 
results over different data collection instances” (Garcia-Herrero, Mariscal and 
Gutierrez, 2013, p.116). According to Netemeyer, Bearden and Sharma (2003, p.7) 
“…the concept of internal consistency can be used to estimate reliability”. As argued 
in 5.2.1.1, the homogeneity of items means that items within a measure are 
measuring the same thing, and can consequently be used as an indicator of reliability 
(DeVellis, 2003). To assess reliability, many researchers rely on the Cronbach’s 
coefficient alpha (Peterson, 1994). Similar conclusions can be drawn from the many 
studies (e.g. Simmons and Becker-Olson, 2006; Wohlfeil and Whelan, 2006) in the 
event sponsorship and event marketing literature in which Cronbach’s coefficient 
alpha is used to assess scale reliability. Kline (1998) suggests that values around 
0.90 achieved in a Cronbach’s coefficient alpha assessment indicate excellent scale 
reliability, values around 0.80 indicate very good reliability, and values close to 0.70 
are deemed acceptable, whereas values smaller than 0.50 should be avoided. 
Therefore, for this study, Cronbach’s alpha coefficients of 0.70 or higher were 
deemed appropriate. The measures used in this study (see Table 18) all display 
Cronbach alpha values of higher than 0.7. Hence, from a construct reliability 
perspective, all measures pass the recommend threshold, and therefore are deemed 
acceptable for this study. 
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5.2.2 EFA Results 
 
 
The next step following the scale reliability analysis was the conduct of an exploratory 
factor analysis (EFA). First, an individual EFA for each scale was performed followed 
by an overall EFA for the total 25 items of the constructs used in the hypothesised 
model. An EFA is conducted under the assumption that individual factors can be 
identified, which are smaller than the total number of the items evaluated. These 
smaller factors can then be used to explain the interrelationships among the 
observed variables (Hair et al., 2010). Hair et al. (2006) further clarify that with such 
an approach, a larger set of items can be reduced and structured into fewer 
dimensions, which are then further referred to as factors (DeVellis, 2011). Individual 
items are expected to load onto one factor if they are related, and hence explain and 
maximise the variance caused by that factor within the data. Thus, the individual 
factors to emerge from such an analysis can or may represent individual constructs 
(Hair et al., 2010). 
 
To determine the significance level, and to further interpret the individual loadings for 
the overall achieved sample size of 226, the rule of thumb supported by Hair et al. 
(2006) was applied. The rule implies that a loading can be considered significant if it 
is 0.4 or higher. Thus, each loading of 0.4 and above onto the respective factor was 
kept. Items resulting in loadings below the 0.4 threshold were excluded from further 
analysis. 
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The procedure employed in this EFA was a common factor analysis. The exact 
factoring employed was principal axis factoring (PAF) with a varimax rotation. 
Principal axis factoring was chosen over principal component analysis (PCA). The 
reason for this choice was due to the outcomes of the two types of factor analysis. 
PAF helps to explain the level of variance within a dataset through the creation of 
reflective indicators, whereas PCA forms a composite index (Sharma, 1995). 
Furthermore, the overall aim of applying PCA is to minimise the number of variables, 
at the same time aiming to justify the highest count of the variance in the data. In 
contrast to PCA, PAF’s underlying rationale is that each covariation within a data set 
results from a set of common factors (Hair et al., 2006; Sharma, 1995). Similarly, Lee 
and Hooley (2005, p.374) state that “…the objective of FA (principal axis factoring) is 
to identify an underlying or latent factor which is responsible for observed correlations 
among the observed items”. Therefore, the researcher followed a PAF approach to 
determine underlying or latent factors among the items introduced into the EFA. 
 
The selection criteria for the rotation employed in the factor analysis is a result of the 
conceptual separation of the constructs used in this study, as argued in Chapter Two. 
Field (2013) argues that the use of orthogonal factors implies that the factors 
analysed are treated as separate. Kimberley (1997) further notes that using a 
varimax rotation helps researchers to derive a clean view of the data, which 
ultimately makes it easier for the researcher to interpret the data. As the factor 
analysis is used to gain an initial understanding of the data, the clear separation of 
factors and the easy form of the interpretation of the results further supports the 
choice of varimax as the rotation of choice in the factor analysis.  
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5.2.2.1 EFA of Single Scales 
 
5.2.2.1.1 Brand Awareness 
 
All three items of the brand awareness scale were transferred into the EFA analysis. 
The loadings of all three items of the brand awareness scale exceeded the 
suggested threshold of 0.4. A total of 58.78% of variance is explained. As shown in 
Table 19, KMO and Bartlett’s test both suggested the suitability for factor analysis. 
Table 19 EFA Brand Awareness 
 
Item code Scale item 
Factor 
loading  
BAW1 
  Compared to our competitors, our customers are aware of our  
  Brand 
0.857 
BAW2 Compared to our competitors, our customers can recognise our brand 0.923 
   BAW3 
 
Compared to our competitors, our customers recall our brand 
characteristics quicker because of our events activities 0.420 
KMO =.595 ; Bartlett's Test =258.229 , df: 3, p = 0.000 
 
5.2.2.1.2 Brand Attitude 
All three items of the brand attitude scale were forwarded into the EFA analysis. As 
shown above, all factor loadings exceeded the threshold of 0.4 with a variance 
explained of 71.20%. Table 20 shows the results of the KMO and Bartlett’s test, 
which both indicated the suitability for factor analysis. 
Table 20 EFA Brand Attitude 
Item code Scale item 
Factor 
loading  
BA1  Our customers like our brand more than our competitors brand 0.709 
BA2 Our customers think of our brand as a very good brand 0.846 
    BA3 
 
Our customers have a favourable disposition towards our brand 0.958 
KMO =.693 ; Bartlett's Test =380.159 , df: 3, p = 0.000 
                                                                       CHAPTER 5: DATA ANALYSIS AND FINDINGS 
PAGE 166 
5.2.2.1.3 Brand Performance 
 
The total of three items of brand performance were moved forward into the EFA 
analysis. All factor loadings exceeded the 0.4 threshold, with a total of 63.77% of 
variance explained. Furthermore, as shown in Table 21, both the KMO and Bartlett’s 
test indicated the suitability for factor analysis. 
Table 21 EFA Brand Performance 
 
Item code Scale item 
Factor 
loading  
BP1  Our customers like our brand more than our competitors brand 0.657 
BP2 Our customers think of our brand as a very good brand 0.888 
    BP3 
 
Our customers have a favourable disposition towards our brand 0.833 
KMO =.692 ; Bartlett's Test =279.854 , df: 3, p = 0.000 
 
 
5.2.2.1.4 Financial Performance 
As for the three factors above, all three items of financial performance were moved 
into the exploratory factor analysis. All factors exceeded the 0.4 threshold with a total 
of 81.51% of variance explained. Both KMO and Bartlett’s test displayed a suitability 
for factor analysis as outlined in Table 22. 
Table 22 EFA Financial Performance 
 
Item 
code Scale item 
Factor 
loading  
FP1 
    In our organisation overall profit levels achieved are higher compared 
tto our competitors 
   
0.910 
FP2 
In our organisation profit margins are higher compared to our 
competitors. 0.964 
    FP3 
 
In our organisation return on investment is higher compared to our 
competitors. 0.830 
KMO =.736 ; Bartlett's Test =563.216 , df: 3, p = 0.000 
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5.2.2.1.5 Brand Orientation 
 
 
All eight items of brand orientation were moved into EFA analysis. The loadings for 
each of the eight factors exceeded the threshold of 0.4 with a total variance 
explained of 46.20%. Both KMO and Bartlett’s test displayed a suitability for factor 
analysis as outlined in Table 23. 
Table 23 EFA Brand Orientation 
 
Item code Scale item Factor 
loading 
BO1 In our organisation we have a clear idea of what our brand stands for; 
brand identity and brand promise are well defined. 
0.754 
B02 In our organisation we use all our marketing activities to develop our 
brand and enhance its strength. 
0.713 
BO3 In our organisation we recognise our brand as a valuable asset and 
strategic resource, which we continually develop and protect in the 
best possible way. 
0.784 
BO4 In our organisation brand equity is a key performance indicator (KPI). 0.555 
BO5 In our organisation product, brand, and/or marketing managers are 
competent and capable. 
0.574 
BO6 In our organisation the development of our brand is not the 
responsibility of a small group within the company, but also the 
business of top management. 
0.514 
BO7 In our organisation all business decisions are evaluated with respect to 
their impact on the brand. 
0.741 
BO8 In our organisation the great majority of our company's employees 
understand and live the brand values. 
0.745 
KMO= 0.877; Bartlett’s Test=744.093 ; df: 28 , p=0.000 
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5.2.2.1.5 Organisational Innovativeness 
 
Organisational innovativeness was comprised of five items, all of which were used in 
EFA analysis. Each factor loading exceeded 0.4 and a total of 71.64% of variance is 
explained. Both KMO and Bartlett’s test displayed a suitability for factor analysis as 
outlined in Table 24. 
Table 24 EFA Organisational Innovativeness 
 
Item code 
Scale item 
Factor      
loading 
OI1 In our organisation marketing innovation based on research results is 
readily accepted. 
0.843 
OI2 In our organisation management actively seek innovative ideas. 0.871 
OI3 In our organisation innovation is readily accepted in program/project-
management. 
0.884 
OI4 In our organisation there are no penalties for people who try to 
implement innovative ideas. 
0.796 
OI5 In our organisation innovation in marketing communication activities is 
not resisted. 
0.835 
KMO= 0.871; Bartlett’s Test=863.126 ; df: 10 , p=0.000 
 
 
5.2.2.2 Overall EFA Results 
 
 
The above steps outlined the individual purification process. Following the purification 
process, all remaining items were transferred into a single EFA. The KMO measure 
of sampling adequacy (result, 0.878) and Bartlett’s test of sphericity obtained 
confirmed that the data analysis was factorable with a chi-square value of 3800.725 
and df=300. 
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Table 25 Overall EFA 
Items   Factors    
 1 2 3 4 5 6 
BAW1 .822      
BAW2 .748      
BAW3       
BA1  .605     
BA2  .760     
BA3  .878     
BP1   .504    
BP2   .753    
BP3   .650    
FP1    .882   
FP2    .932   
FP3    .819   
BO1     .660  
BO2     .628  
BO3     .627  
BO4     .580  
BO5     .459  
BO6     .464  
BO7     .643  
BO8     .626  
OI1      .785 
OI2      .805 
OI3      .809 
OI4      .729 
OI5      .777 
KMO=0.878 ; Bartlett’s Test t= 3800.725; df=300 
The initial solution of the overall EFA indicated that item three of the brand 
awareness measure did not load. Hence, the item was deleted and not carried 
forward into confirmatory factory analysis. The EFA was run again excluding BAW3. 
The second overall EFA returned a six factor solution with all items loading 
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significantly on their respective factors. A total of 65.79 % of cumulative variance was 
explained. Both the KMO and the Bartlett’s test of sphericity demonstrated the 
factorability of the data and consequently, excluding BAW3, the rest of the items 
were carried forward into the CFA process. 
Table 26 Second overall EFA – Final Results 
Items   Factors    
 1 2 3 4 5 6 
BAW1 .868      
BAW2 .968      
BAW3       
BA1  .609     
BA2  .761     
BA3  .884     
BP1   .511    
BP2   .757    
BP3   .651    
FP1    .879   
FP2    .933   
FP3    .818   
BO1     .664  
BO2     .627  
BO3     .632  
BO4     .575  
BO5     .455  
BO6     .461  
BO7     .644  
BO8     .629  
OI1      .786 
OI2      .809 
OI3      .810 
OI4      .730 
OI5      .778 
KMO=0.875 ; Bartlett’s Test t= 3727.885; df=276 p= 0.000 
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5.3 Measure construction and purification: Confirmatory Factor Analysis (CFA) 
– Dimension and Validity Assessment. 
 
 
Spector (1991) argues that every researcher should use scales which yield good or 
excellent psychometric properties, such as reliability, validity and dimensionality. The 
importance of dimensionality for the process of scale development was discussed by 
Gerbing and Anderson (1988) and DeVellis (2011). DeVellis (2011) concludes that 
CFA is a rigorous approach for evaluating the dimensionality of scales. Hence, this 
approach was followed by the researcher in this study. Confirmatory factory analysis 
further allows the researcher to conduct assessments of the composite reliability 
(CR) and the average variance extracted (AVE), which were used as indicators in this 
study. Furthermore, Anderson and Gerbing (1988) and Rahim and Magner (1995) 
point out that CFA allows researchers to assess the validity of scales (e.g. 
convergent and discriminant validity), which is discussed later on. 
 
There are distinct differences between exploratory factor analysis (EFA) and 
confirmatory factor analysis (CFA). Hair et al. (2010) argue that EFA and CFA are 
similar in some respects, but from a philosophical standpoint can quite clearly be 
differentiated. The use of a CFA requires the researcher to specify the exact number 
of factors which exist in a set of variables. Additionally, it has to be specified which 
factor each of the variables is supposed to load on before a solution can be 
computed (Hair et al., 2010). Byrne (2005, p.18) describes this distinction by stating 
“…one could say that whereas EFA operates inductively in allowing the observed 
data to determine the underlying factor structure a posteriori, CFA operates 
deductively in postulating the factor structure a priori”. Gerbing and Anderson (1988) 
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further add that EFA does not provide a test for unidimensionality, whereas CFA 
does. Additionally, CFA is considered as a test of measurement theory. 
“Measurement theory specifies how measured variables logically and systematically 
represent constructs involved in a theoretical model. In other words, measurement 
theory specifies a series of relationships that suggest how measured variables 
represent a latent construct that is not measured directly” (Hair et al., 2010, p.693). 
 
5.3.1 Assessing the Fit 
 
 
When a CFA is undertaken, according to Diamantopoulos and Siguaw (2000) there 
are three fitting criteria which are mostly applied: maximum likelihood (ML), partial 
least square (PLS) and generalised least square (GLS).  
 
To assess the fit of a proposed model and the underlying data, traditionally there are 
two forms of assessment of model fit: absolute fit and comparative (incremental) fit 
(Bollen and Long, 1993). Following Kelloway (1993), absolute fit indices outline a 
model’s ability to reproduce the covariance matrix. This is in contrast to the 
comparative approach, in which different models are assessed by their fit indices 
before determining the model with the best fit. 
 
According to Diamantopoulos and Siguaw (2000), the chi-square test (χ2) represents 
a very direct way of assessing the overall model fit. As a result, the chi-square 
statistic demonstrates the difference between a proposed model and the available 
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data at hand. A further reason behind the chi-square test is to test the null 
hypothesis. Baumgartner and Homburg (1996) argue that sampling error is the sole 
reason if a proposed model is true in the real world, but the estimated matrix 
diverges. If the chi-square test yields a not significant result, it is a clear indication 
that there is no discrepancy between the proposed model and the underlying data 
(Hair et al., 2010). 
 
Despite the advantages of chi-square and its direct approach to assessing overall 
model fit, authors such as Hu and Bentler (1999) note criticism regarding chi-square 
testing. Not only can the results be influenced by the sample size, but also by the 
complexity of the assessed model. In particular, Hu and Bentler (1999) further argue 
that with an increasing number of responses (sample size) the power of the chi-
square statistic increases. Therefore, “…a trivial difference…between the sample 
covariance matrix… and the fitted matrix…may result in rejection of the specified 
model” (Hu and Bentler, 1995, p.78). Hence, it is suggested to not rely purely on chi-
square statistics and, in a complementary manner, use multiple fit indices (see Table 
22) to evaluate the overall model fit. Thus, this study used the fit indices below to 
assess the overall model fit. 
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Table 27 Goodness of Fit Indices  
 
Fit Index Threshold Description 
χ² P>.05 Chi-square the discrepancy between the proposed model and 
the underlying data. Further, testing for the null-hypothesis, 
which implies occurring deviations of the estimated variance-
covariance matrix from the sample variance-covariance matrix 
are an artefact of sampling error. 
χ²/df 2 to 2 and 3 to 1 Based on the underlying assumption that a proposed model 
perfectly fits the data and the previously discussed issues of chi-
square with sample size and multivariate normality, such a 
model only becomes meaningful if its values are divided by the 
number of degrees freedom. 
RMSEA <.05: good fit 
<.08: reasonable fit 
The Root Mean Square Error of Approximation fit indices 
demonstrate the extent to which the model fits the population 
covariance matrix considering the degrees of freedom reached. 
GFI >.90 The GFI indices compares the squared residuals with the data 
actually used from the prediction. The GFI indices, in contrast to 
the RMSEA, is not adjusted for the degrees of freedom. 
CFI >.90 The Comparative Fit Index outlines the proportion of 
improvement from the hypothesised to the baseline model. 
Similar to RMSEA the CFI is adjusted for the degrees of 
freedom reached. Further, in contrast to the chi-square test, CFI 
is not affected by sample size. 
NNFI >.90 Similar to NFI and CFI, the NNFI demonstrates the improvement 
between the hypothesised model and the baseline model and is 
further adjusted to the degrees of freedom. 
NFI <.90 The Normed Fit Index demonstrates the fit between data and 
model. In particular, it shows the improvement between the 
hypothesised model and the baseline model. 
AGFI <.90 Similar to the GFI, the adjusted goodness of fit index compares 
the squared residuals data used for the prediction factoring in 
the degrees of freedom. 
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IFI <.90 The Incremental Fit Index represents the difference in chi-
square between the independence model and the target model. 
Followed by a calculation of the difference between the chi-
square of the target model and its df. The achieved ratio 
represents the IFI. 
Sources: Bagozzi and Yi, 1988; Diamantopoulos and Siguaw, 2000; Jøreskog and Sørbom, 1984; 
Bollen, 1990; 2004; Steiger, 1990.  
 
 
5.3.2 Model Respecification 
 
 
According to Kelloway (1998), it is not unusual that on the first attempt the proposed 
model does not fit the data. Hence, researchers often undertake several rounds of 
respecification in order to achieve model fit or parsimony. The process of 
respecification can be conducted using two methods. The first is to delete non-
significant paths from the model, while the second is to add new paths to the model 
(Chin, Peterson and Brown, 2008). According to Kelloway (1998) the deletion of 
paths (theory trimming) is found to be more common in the respecification process 
compared to the addition of paths. However, most importantly, the researcher has to 
ensure that in the process of respecification, the theoretical integrity and consistency 
of the model is retained (Shook, Ketchen and Hult, 2004). 
 
In order to remove individual items in the process of model respecification it is 
mandatory for the researcher to evaluate different parameters before making the 
decision to remove an item. This process of removing an item follows the inspection 
of three different parameters. First, for an item to perform well within a CFA, the 
individual item has to have a significant loading of 0.5, but ideally one is looking to 
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achieve a loading of 0.7 and higher. Such loading can be identified in the lamda-x 
matrix within the LISREL output file (Sharma, 1996). 
 
Second, Hu and Bentler (1995) suggest the need to contrast the observed and the 
fitted covariance terms, which can be found as residuals and standardised residuals 
in the LISREL output file. Small or low standardised residuals indicate a high fit 
between measurement theory and the data used. In contrast, large or high 
standardised residuals point towards a high degree of error. Such items have then to 
be considered for deletion. The standardised residuals and residuals are located at 
the very end of the LISREL output file, and are labelled as theta-delta matrixes. 
 
The third and final option for indicating whether the deletion of an item improves the 
model fit is to be found in the modification indices of the LISREL output file. 
According to Hair et al. (2006, p.797) modification indices are “…calculated for every 
possible relationship that is not free to be estimated. It shows how much the overall 
model chi-square value would be reduced by freeing this single path”. In other words, 
if such a path were freed, the fit of the model would improve. 
 
Nonetheless, the decision to delete or keep an item is not solely dependent on the 
above three criteria. Moreover, the criterion for the deletion of an item is the result of 
an evaluation of the theoretical importance of the item in question and the statistical 
indicators. The initial CFA model (before model respecification) returned a 
convergent solution of: χ² = 669.375 (P=0.0); df=240; RMSEA =0.0852; GFI=0.81; 
AGFI=0.763; CFI=0.954, NNFI=0.948. The initial CFA outlined issues with several fit 
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indices. GFI, AGFI and RMSEA did not achieve the 0.9 respective 0.08. In order to 
achieve an acceptable model fit, the researcher followed the approach of model 
respecification outlined in section 5.3.2. In this process, several items were 
discounted.  
 
Table 28 Discounted Items 
 
Factor Discounted Items 
Brand Attitude BA_1 
Brand Performance BPERF_1 
Financial Performance FPERF_1 
Brand Orientation BO_1 
Brand Orientation BO_4 
Brand Orientation BO_5 
Brand Orientation BO_6 
Brand Orientation BO_7 
Brand Orientation BO_8 
  
 
After removing the above nine items and re-specifying and re-estimating the CFA, a 
better convergent solution was obtained as shown in Table 29. As outlined above, six 
items of the brand orientation measure were rejected as a result of the CFA process. 
Already the inter-item and inter-scale analysis indicated potential issues with the 
brand orientation measure. Therefore, and even though the Cronbach’s alpha value 
of brand orientation (0.859) does display an acceptable level of internal consistency 
in terms of the brand orientation measure, the identified problems in the inter-item 
analysis could be a reason for the issues with the brand orientation measure. 
Nonetheless, the two remaining items of the brand orientation measure reflect the 
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core idea of the brand orientation construct, and therefore the researcher believes 
that in spite of the deletion of 6 items of the brand orientation measure itself, the two 
remaining items represent brand orientation as intended by Baumgarth and Schmidt 
(2010). As shown in Table 29, all model fit indices are above the suggested 0.9 
threshold. The RMSEA (0.0715) achieved an acceptable model fit.  
 
Table 29 Final Model Fit Indices 
Model (CFA) ╳
2
 ∆X² DF ∆DF ╳
2
/DF p RMSEA NNFI IFI CFI GFI 
CFA 161.177 - 75 - 2.14 0.000 0.0715 0.968 0.977 0.977 0.913 
 
Now that the convergent solution produced acceptable model fit indices, it is 
paramount to assess the individual factor loads of each item and their residual 
values. All factor loadings can be seen in Table 30 and Table 31. 
 
Table 30 Factor Loadings (1) 
 
Retained items from measures Completely 
standardised 
loadings (Lamda-X) 
Error variances 
(Theta-Delta) 
 
Brand Awareness 
Compared to our competitors our customers… 
…are aware of our brand. 
 
0.864 
 
0.253 
…can recognise our brand 
 
0.910 0.171 
Brand Attitude 
Our customers… 
…think of our brand as a very good brand. 
 
0.918 
 
0.157 
…have a favourable disposition towards our brand. 
 
0.899 0.192 
Brand Performance 
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Relative to our main competitors… 
…brand sales growth 
 
0.767 
 
0.412 
…brand performance is 
 
0.921 0.152 
Financial Performance 
In our organisation… 
…overall profit levels achieved are higher compared to 
our competitors. 
 
0.971 
 
0.058 
…return on investment is higher compared to our 
competitors. 
 
0.924 0.146 
 
 
Table 31 Factor Loadings (2) 
Retained items from measures Completely 
standardised 
loadings (Lamda-X) 
Error variances 
(Theta-Delta) 
 
Brand Orientation 
In our organisation… 
…we use all our marketing activities to develop our 
brand and enhance its strength. 
 
 
0.777 
 
0.396 
…we recognise our brand as a valuable asset and 
strategic resource, which we continually develop and 
protect in the best possible way. 
 
0.955 
 
0.180 
 
Organisational Innovativeness 
In our organisation… 
…marketing innovation, based on research results, is 
steadily accepted. 
 
0.841 
 
0.293 
…management actively seek innovative ideas. 0.871 0.241 
…innovation is readily accepted in program/project-
management. 
0.887 0.214 
…there are no penalties for people who try to implement 
an innovative idea. 
0.817 0.333 
…innovation in marketing communication activities is not 
resisted 
0.856 0.267 
 
                                                                       CHAPTER 5: DATA ANALYSIS AND FINDINGS 
PAGE 180 
5.3.3 Assessing Construct Reliability 
 
 
To calculate a variable’s construct reliability, the factor loadings are jointly used with 
the error of variance which can be found in the LISREL output file as theta deltas. 
The higher the calculated construct reliability, the more likely is a high degree of 
internal consistency of the manifest variables. Fornell and Larcker (1981) argue that 
identifying construct reliability allows a researcher to infer convergent validity. Thus, 
the higher the identified reliability, the more likely it is that convergent validity is 
maintained. The assessed variables and their respective construct reliability range 
from 0.83 to 0.95. Hence, all variables exceed the threshold of 0.7 suggested by Hair 
et al. (2010). 
Table 32 Construct Reliability 
 
Variable Construct Reliability 
Brand Awareness 0.88 
Brand Attitude 0.90 
Brand Performance 0.83 
Financial Performance 0.95 
Brand Orientation 0.83 
Organisational Innovativeness 0.93 
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5.3.4 Assessing Convergent Validity and Discriminant Validity 
 
 
To assess the convergent validity of constructs, the researcher investigated the 
average variance extracted (AVE). Values exceeding 0.5 suggest that convergent 
validity was maintained. The assessment of the discriminant validity of the factors 
was achieved by a comparison of the AVEs and the squared correlations of each 
construct. The summary of all correlations (correlation matrix) can be found in the 
PHI matrix within the LISREL output file.  
 
Table 33 Correlation Matrix and Squared Correlation Matrix with Average Variance 
Extracted 
 1 2 3 4 5 6 
Brand Awareness 0.898 0.552 0.109 0.006 0.205 0.093 
Brand Attitude 0.305 0.718 0.491 0.384 0.596 0.458 
Brand Performance 0.012 0.241 0.712 0.608 0.521 0.659 
Financial Performance 0.000 0.147 0.370 0.788 0.594 0.54 
Brand Orientation 0.042 0.355 0.271 0.353 0.825 0.445 
Organisational Innovativeness 0.009 0.210 0.434 0.292 0.198 0.610 
 
 
The results in Table 28 outlined AVEs ranging from a minimum of 0.610 
(organisational innovativeness) to a maximum of 0.898 (brand awareness). 
Furthermore, all presented AVE values exceed the recommended 0.5 threshold 
which is a clear indication that convergent validity was maintained. Additionally, the 
highest squared correlation can be found between brand performance and financial 
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performance (0.370) which is smaller than the smallest AVE value (0.610). Hence, it 
is argued that divergent validity was upheld.  
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5.3.5 Assessing Common Method Variance (CMV) 
 
 
To evaluate whether common method variance (CMV) was a problem in this study, 
the researcher assessed CMV using Harman’s single or one factor test. According to 
Podsakoff and Organ (1986), the underlying rationale for this test is that if CMV 
poses a problem in the present study, a single factor may be accountable for a large 
part of the existing covariance between manifest variables, and fit indices can be 
used to assess whether or not CMV is a problem. If the fit indices outlines a lower fit 
in comparison to the final CFA, it is argued that CMV does not pose a problem.  
To test whether or not CMV was an issue, all items used in the final CFA were set to 
represent the manifest variables of a single latent construct. The fit indices of 
Harman’s single or one factor test can be seen in Table 34. 
 
Table 34 CMV Testing Using Harman’s Single Factor Test 
Fit Index Value 
χ2 statistic (Normal Theory Weighted)  1254.098 
χ2 / df 14.151 
χ2 significance level P=0.00 
RMSEA 0.240 
GFI 0.574 
NNFI 0.685 
CFI 0.730 
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As outlined in Table 34, the fit indices resulting from Harman’s one factor test 
demonstrated a much lower fit overall than the fit indices of the CFA. Neither GFI, 
NNFI nor CFI reached the suggested 0.9 threshold. In particular, the RMSEA value of 
0.240 is much higher than the RMSEA acceptable value of 0.08. 
 
5.4 Descriptive Statistics 
 
In the following section descriptive statistics are used to provide more detailed 
information regarding the 226 organisations which participated in this study. Five 
categories are used to portray the companies: the firm type (registration), the number 
of employees, the market the organisations operate in, the reach of the 
organisations, the industry the organisations operate in and the brand life cycle stage 
of the organisations. The five categories were chosen to provide more insight into the 
organisations which participated in the study. 
5.4.1 Firm Type 
 
Table 35 Frequency Statistics for Firm Types 
 
 Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Sole trader 1 .4 .4 .4 
Business partnership 3 1.3 1.3 1.8 
Limited partnership or limited 
liability partnership 
18 8.0 8.0 9.7 
Private limited company (ltd.) 129 57.1 57.1 66.8 
Public limited company (plc) 53 23.5 23.5 90.3 
Other 22 9.7 9.7 100.0 
Total 226 100.0 100.0  
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As outlined in Table 35, a large proportion of the companies which participated in the 
study are registered as private limited companies, followed by public limited 
companies, “other”, limited partnership or limited liability partnership, business 
partnership and sole traders. 
 
5.4.2 Number of Employees 
 
Table 36 Frequency Statistics for Employees 
 
 Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid 1-10 employees 13 5.8 5.8 5.8 
11-50 employees 38 16.8 16.8 22.6 
51-250 employees 84 37.2 37.2 59.7 
251-500 employees 37 16.4 16.4 76.1 
 
500-1000 employees 21 9.3 9.3 85.4 
 
1001 - 5000 employees 22 9.7 9.7 95.1 
>5000 employees 11 4.9 4.9 100.0 
Total 226 100.0 100.0  
 
 
Table 36 outlines the number of employees of each organisation that participated in 
the study. More than one third (84) of all organisations had between 51 and 250 
employees, whereas the other categories accounted for smaller proportions, and are 
more evenly distributed. Furthermore, 33 organisations have in excess of 1000 
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employees, which provides a balance with regard to the 51 organisations which only 
have between 1 and 51 employees. 
 
 
5.4.3 Market  
 
Table 37 Frequency Statistics of Market  
 Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Lower-end market brand 3 1.3 1.3 1.3 
Mid-market brand 76 33.6 33.6 35.0 
Premium-market brand 140 61.9 61.9 96.9 
Luxury-market brand 7 3.1 3.1 100.0 
Total 226 100.0 100.0  
 
 
Table 37 outlines how the participating companies class themselves, or with which 
market they associate themselves. A clear picture becomes visible as 216 out of 226 
organisations class themselves as a mid-market or premium market brand, whereas 
only 10 organisations place themselves within the range of a lower-end market brand 
or a luxury-market brand.  
 
5.4.4 Industry 
 
Table 38 shows the industry to which participating organisations belong. It is 
apparent that about one third (74) of the participating organisations did not feel that 
any of the categories represented the industry their organisation is operating in. One 
company which is represented by the number 14 in the frequency statistics chose to 
not to answer. 
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Table 38 Frequency Statistics for Industry 
 
 Frequency Percent 
Valid 
Percent Cumulative Percent 
Valid Commodities 1 .4 .4 .4 
Consumer Electronics 5 2.2 2.2 2.7 
Fashion 1 .4 .4 3.1 
Financial Services 18 8.0 8.0 11.1 
FMCG 10 4.4 4.4 15.5 
Gambling 1 .4 .4 15.9 
Government and 
Administration 
4 1.8 1.8 17.7 
IT 16 7.1 7.1 24.8 
Leisure and Tourism 20 8.8 8.8 33.6 
Manufacturing 44 19.5 19.5 53.1 
Media and Entertainment 22 9.7 9.7 62.8 
Retail 9 4.0 4.0 66.8 
Other 74 32.7 32.7 99.6 
14.00 1 .4 .4 100.0 
Total 226 100.0 100.0  
 
 
 
5.4.5 Reach 
 
Table 39 Frequency Statistics for Reach 
 
 Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Local reach 5 2.2 2.2 2.2 
Regional reach 19 8.4 8.4 10.6 
National reach 54 23.9 23.9 34.5 
International reach 148 65.5 65.5 100.0 
Total 226 100.0 100.0  
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Table 39 (see below) shows the reach of the organisations. The majority (65.5%) of 
the organisations have an international reach, and 54 claim to have a national reach, 
whereas only 24 organisations indicate having no more than a regional reach. 
 
5.4.6 Brand Life Cycle 
 
 
Table 40 outlines the brand life cycle stage of the participating organisations. The 
majority of the organisations place themselves in the elaboration or fortification stage, 
whereas only 13 companies see their brand as being in the introduction stage. 
 
Table 40 Frequency Statistics for the Brand Life Cycle Stage of the Participating 
Companies  
 
 Frequency Percent Valid Percent Cumulative 
Percent 
Introduction 
stage 
13 5.8 5.8 5.8 
Elaboration stage 122 54.0 54 59.7 
Fortification 
stage 
91 40.3 40.3 100.0 
Total 226 100.0 100.0 
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5.5 Structural Equation Modelling (SEM) 
 
 
Following on from the CFA, an SEM model was developed and analysed. According 
to Hair et al. (2010), structural equation modelling “…provides the appropriate and 
most efficient estimation technique for a series of separate multiple regression 
equations estimated simultaneously” (Hair et al., 2010, p.19). The reasoning behind 
the application of SEM is based on the notion that more traditional forms of 
multivariate analysis techniques do not allow researchers to assess relationships that 
occur at the same time (Hair et al., 2010). Hence, the researcher followed Hoyle 
(1995) who argues in favour of SEM, in contrast to techniques such as ANOVA, 
linear regression or logistic regression that only assess direct relationships between 
sets of variables, whereas structural equation modelling allows the researcher to 
evaluate relationships within the totality of a nomological framework. Furthermore, 
SEM allows the researcher to measure the interplay between several independent 
and dependent (outcome) variables at the same time. 
 
5.5.1 Item Parcelling 
 
 
Item parcelling is a procedure which “…involves summing or averaging together two 
or more items and using the resulting sum or average as the basic unit of analysis in 
structural equation modelling (SEM)” (Bandalos and Finney, 2001, p. 269). Marsh et 
al. (1998, p. 184) highlight the importance of item parcelling by pointing out four 
advantages item parcelling has in the SEM process. 
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1. …”Each parcel is likely to be more strongly related to the latent factor…” 
2. …is likely “to be influenced by idiosyncratic wording and method effects 
associated with individual items”... 
3. …”is more likely to meet the typical assumptions of normality in maximum 
likelihood approaches to CFA”… 
4. …”and may circumvent problems associated with a lack of continuity when 
item scales are discrete”. 
It can be further argued that the creation of item parcels is well-suited for the 
assessment of complex models, in case of a violation of case-to-parameter ratios and 
the evaluation of interactions in a model (Little, Bovaird and Widaman, 2006). The 
measure of such item parcel is created by calculating the mean of the set of the 
remaining items of each construct after the CFA process. Table 41 outlines the mean 
and standard deviation of the parcelled items. 
 
Table 41 Means and Standard Deviations of Constructs After Item Parcelling 
Construct Mean Standard Deviation 
Brand Awareness 5.9049 1.01599 
Brand Attitude 5.7146 1.04210 
Brand Performance 5.5597 0.97853 
Financial Performance 4.7202 1.33557 
Brand Orientation 5.8473 1.08009 
Organisational Innovativeness 5.5009 1.21271 
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5.5.2 Calculation of Interaction Terms 
 
 
In Chapter 3, the researcher hypothesised the moderating effects of brand orientation 
and organisational innovativeness. To assess whether or not those two factors have 
a moderating effect, interaction terms have to be calculated. There are two 
approaches to calculating interaction terms - the mean centring and the residual 
centring approach. The first requires the deduction of the mean of every observation 
of one specific variable. The value resulting from this subtraction has then to be 
multiplied with a second mean centred value to create an interaction term. However, 
there are potential issues of using this approach with the correlation of its first-order 
variables (Little, Bovaird and Widman, 2006). 
 
To avoid any issues due to correlations with first-order variables, the second, residual 
centring approach was used in this study. The residual centring approach uses a 
multiplication process to calculate the interaction term. However, in contrast to the 
first approach, the residual centring approach results in an interaction term which is 
orthogonal to the first-order variables (Lance, 1988). This means that any significant 
effect or relationship found from the calculated interaction terms demonstrates a 
unique variance, and hence is independent from the main effect SEM model (Little, 
Bovaird and Widman, 2006). 
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5.5.3 Calculating the Error of Variance 
 
 
Diamantopoulos and Siguaw (2000, p.60) state that error variances “…reflect errors 
in measurement and residuals terms”. This means that the error variances represent 
the difference in variance between the latent construct and the measured manifest 
variables.  
To determine the error variance of the item-parcelled constructs, the research 
employed the formula proposed by Jøreskog and Sørbom (1994). Specifically: 
(1 − 𝛼) ∗ 𝜎2 
where:  
α = construct’s reliability and  
σ= construct’s standard deviation 
 
The formula utilises the construct’s reliability and its standard deviation. Specifically, 
the error variance is calculated by subtracting the construct’s reliability from one. One 
represents the reliability of a variable as though it has no error variance associated 
with it.  
The researcher followed Ping (1995) in order to calculate the error variance of the 
interaction terms. Ping suggests the use of “…the product of summed indicants to 
measure an interaction or quadratic latent variable and [to fix] the loading and error 
variance of the measure to be certain constants” (Lam, Shankar, Erramilli and Murthy 
(2004 PAGE?). In order to calculate the error variances for the interaction terms, the 
researcher used the construct reliability measures, the standard deviations, the 
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parcelled items’ completely standardised loading estimate, and the items’ estimates 
of error variance of the constructs, which are believed to interact with each other. 
Table 42 shows the error variance of the main constructs and the interaction terms. 
Table 42 Constructs’ Error Variances 
 
Construct Error Variances 
Main Constructs 
Event sponsorship Frequency (ESF) 0.2790 
Event marketing Frequency (EMF) 0.3196 
Brand Awareness 0.1225 
Brand Attitude 0.1038 
Brand Performance 0.1582 
Financial Performance 0.0959 
Brand Orientation 0.1973 
Organisational Innovativeness 0.1012 
Interaction Terms 
ESF x Brand Orientation 0.3899 
ESF x Organisational Innovativeness 0.3330 
EMF x Brand Orientation 0.3934 
EMF x Organisational Innovativeness 0.3368 
 
 
5.6 Testing a Structural Model 
 
To test the structural model, the researcher followed a two-step approach. First, the 
constrained model was assessed. In this process only the main effects were freely 
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estimated, whereas all interaction terms were fixed to zero. In the second step the 
unconstrained model was tested in which all parameters were freely estimated. The 
next step was to determine whether or not there was a reduction in chi-square from 
the constrained to the unconstrained model. If a significant reduction in chi-square is 
found, it can be stated that the unconstrained model has a better data fit than the 
constrained model. Therefore, the unconstrained model from then on should be 
further used to assess the hypothesis (Cadogan, Kuivalainen and Sundquist, 2009). 
 
Within the main effect model, an evaluation of the hypothesised relationships was 
carried out. This is done by analysing the t-values. If a t-value reaches or exceeds 
the threshold of 1.645 for a 5% significant level, it is considered significant. Two 
further values of the LISREL output file (beta (β); gamma (γ)) are evaluated.  
Following Diamantopoulos and Siguaw (2000), beta values outline path coefficients 
between two endogenous variables, whereas gamma values represent path 
coefficients between an exogenous and an endogenous variable. To conclude, an 
assessment of the squared multiple correlations (reduced form) of the LISREL output 
was conducted (brand awareness, brand attitude, brand performance, financial 
performance). The reduced form of the squared multiple correlations was employed 
in a similar way to the R2 in regression equations and, hence, was suitable for 
interpretation (Jøreskog and Sørbom, 1984). Table 43 shows the fit indices of the 
main effect model. 
The fit indices suggest that the proposed model fits the data well. To assess whether 
or not there are significant relationships between the above constructs, an 
examination of the path coefficients was undertaken. The results of the main effect 
model show a negative significant relationship between event sponsorship frequency 
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and brand performance. Table 43 outlines the results of the constrained model. 
Following on from the results of the constrained model are the results of the 
unconstrained model. Subsequently, Table 47 displays the changes in chi-square of 
the constrained and unconstrained model. 
Table 43 Fit Indices of Constrained Model 
 
Model 
2 
(d.f.) 
2 / (d.f.) Sig. RMSEA GFI NNFI CFI 
SEM 121.674 
(69) 
1.763 P=0.000 0.0582 0.940 0.939 0.969 
Notes: 
SEM   = Structural model  
RMSEA   = Root mean square error of approximation 
GFI   = Goodness of fit index 
NNFI   = Non-normed fit index 
CFI   = Comparative fit index 
 
 
Table 44 Constrained Model 
 
Hypothesis Antecedent β / γ t-value 
Dependent variable: Brand Awareness. Reduced Form R2 = .441 
H1 Event sponsorship frequency .057 0.761 (n.s.) 
H5 Event marketing frequency -.168 -2.148 
Control Turnover -.136 -1.916 
Dependent variable: Brand Attitude. Reduced Form R2 = .332 
H2 Event sponsorship frequency -.013 -0.168 (n.s.) 
H6 Event marketing frequency -.084 -1.061 (n.s.) 
HoE Brand Awareness  .384 4.279 
Control Turnover -.134 -1.877 
Dependent variable: Brand Performance. Reduced Form R2 = .333 
H3 Event sponsorship frequency -.189 -2.519 
H7 Event marketing frequency -.009 -0.112 (n.s) 
HoE Brand Attitude .410 5.006 
Control Turnover -.082 -1.146 (n.s.) 
Dependent variable: Financial Performance. Reduced Form R2 = .038 
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H4 Event sponsorship frequency -.018 -0.228 (n.s.) 
H8 Event marketing frequency -.069 .891 (n.s.) 
HoE Brand Performance .717  7.912 
Control Turnover .217  2.955 
Note: n.s. = not significant; HoE = Hierarchy of Effects 
 
Table 45 Fit Indices Unconstrained Model 
 
Model 
2 
(d.f.) 
2 / (d.f.) Sig. RMSEA GFI NNFI CFI 
SEM 91.175 
(53) 
1.720 P=0.001 0.0566 0.954 0.946 0.979 
 
Table 46 Path Coefficients for Unconstrained Model 
 
Hypothesis Antecedent β / γ t-value 
Dependent variable: Brand Awareness. Reduced Form R2 = .424 
H1 Event sponsorship frequency 0.018 0.175 (n.s.) 
H5 Event marketing frequency -.162 -1.628(n.s.) 
H9a ESF x Brand Orientation -.298 -1.220 (n.s.) 
H10a EMF x Brand Orientation .158 1.022 (n.s.) 
H11a ESF x Organisational Innovativeness .363 1.619 (n.s.) 
H12a EMF x Organisational Innovativeness -.139 -.959 (n.s.) 
Control Brand Orientation .467 4.291 
Control Organisational innovativeness .143 1.143 (n.s.) 
Control Turnover -.037 -1.104 (n.s.) 
Dependent variable: Brand Attitude. Reduced Form R2 = .347 
H2 Event sponsorship frequency -.009 -.089 (n.s.) 
H6 Event marketing frequency -.091 -.892 (n.s.) 
H9b ESF x Brand Orientation .206 .868 (n.s.) 
H10b EMF x Brand Orientation -.143 -.953 (n.s.) 
H11b ESF x Organisational Innovativeness -.194 -.900 (n.s.) 
H12b EMF x Organisational Innovativeness -0.021 -.145 (n.s.) 
Control Brand Orientation .148 1.324 (n.s.) 
Control Organisational innovativeness .165 1.541 (n.s.) 
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HoE Brand Awareness .395 3.967 
Control Turnover -.073 -2.143 
Dependent variable: Brand Performance. Reduced Form R2 =.365 
H3 Event sponsorship frequency -.221 -3.093 
H7 Event marketing frequency .012 .172 (n.s.) 
H9c ESF x Brand Orientation -.127 -.786 (n.s.) 
H10c EMF x Brand Orientation .102 .996 (n.s.) 
H11c ESF x Organisational Innovativeness .293 1.966 
H12c EMF x Organisational Innovativeness -.090 -.934 (n.s.) 
Control Brand Orientation .130 1.661 
Control Organisational innovativeness .072 1.034 (n.s.) 
HoE Brand Attitude .293 4.918 
Control Turnover -.002 -.084 (n.s.) 
Dependent variable: Financial Performance. Reduced Form R2 = .062 
H4 Event sponsorship frequency -.003 -.020 (n.s.) 
H8 Event marketing frequency .117 0.914 (n.s.) 
H9d ESF x Brand Orientation -.112 -.384 (n.s.) 
H10d EMF x Brand Orientation .358 1.934 
H11d ESF x Organisational Innovativeness -.045 -.168 (n.s.) 
H12d EMF x Organisational Innovativeness -.131 -.745 (n.s.) 
Control Brand Orientation -.081 -.575 (n.s.) 
Control Organisational innovativeness -.227 -1.695 
HoE Brand Performance .318 7.580 
Control Turnover .129 2.911 
Note: n.s. = not significant; HoE= Hierarchy of Effects 
 
Table 47 Changes in Chi-Square from Constrained to Unconstrained Model 
 
Model Chi-Square / (df) 
1 (constrained model) 121.674 (69) 
2 (unconstrained model) 91.175  (53) 
Note: 2 was calculated using the degrees of freedom and a probability level of .05 
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Table 48 Summary of Supported and Not Supported Hypotheses  
 
H1 Not Supported H2 Not Supported 
H3 Not Supported H4 Not Supported 
H5 Not Supported H6 Not Supported 
H7 Not Supported H8 Not Supported 
H9a Not Supported H9b Not Supported 
H9c Not Supported H9d Not Supported 
H10a Not Supported H10b Not Supported 
H10c Not Supported H10d Supported 
H11a Not Supported H11b Not Supported 
H11c Supported H11d Not Supported 
H12a Not Supported H12b Not Supported 
H12c Not Supported H12d Not Supported 
 
 
5.6.1 Hypothesis Testing of Unconstrained Model 
 
 
The hypothesis testing resulted in three significant and prior hypothesised 
relationships. A negative significant relationship was found between event 
sponsorship frequency (ESF) and brand performance. This is in contrast to H3 which 
hypothesised a positive relationship between ESF and brand performance. Potential 
reasons for the significant negative relationship are discussed in the following 
chapter. The discussion of this relationship becomes more interesting, since the 
interaction between ESF and organisational innovativeness has a significant and 
positive impact upon brand performance. Therefore, hypothesis H11c is supported. 
The third and final significant relationship found during hypothesis testing is the 
interaction between event marketing frequency (EMF) and brand orientation, which 
has a positive significant impact upon financial performance. Hence, hypothesis 10d 
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is supported. This is of particular interest since the relationship between EMF and 
financial performance (H8) is not significant. Thus, the moderating effect of brand 
orientation changes the relationship towards a positive significant outcome. The 
significant relationships found for control variables are not discussed here, but can be 
found in Table 46 (path coefficients for unconstrained model). A more elaborate 
discussion of the hypothesis is provided under section 5.6.3. 
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Figure 5 Visual Representation of Unconstrained Model 
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1.8.1 Unconstrained Model Hypotheses (H1-H8) 
 
 
In the final section of Chapter Five, the results of the unconstrained model, as shown 
in Table 49 and Figure 9, are discussed. Due to the number of hypotheses (24 in 
total), some of the results will be discussed together and not on an individual basis.  
Chapter Three described the main hypotheses (H1-H8) as having positive 
relationships. Thus, the first section of the discussion aims to provide a justification 
for the results displayed by the SEM analysis. It is also argued (see Chapter Three) 
that event sponsorship frequency (ESF) has a positive impact on the dependent 
variables of brand awareness, brand attitude, brand performance and financial 
performance. However, the results for H1, H2 and H4 do not show any significant 
relationship. Furthermore, and in contrast to the initially hypothesised relationship 
between ESF and brand performance (H3), the results show a significant negative 
relationship. 
 
The reason that ESF does not have a significant positive or negative impact on brand 
awareness is discussed as follows. Authors such as Gwinner and Eaton (1999) have 
argued that sponsorship has a positive impact on the level of brand awareness of the 
sponsor. Nonetheless, to engage in sponsorship activities does not guarantee the 
expected success. Cornwell et al. (2005) and Weeks et al. (2008) have argued that 
the activation, the so-called leveraging of the sponsorship, is a key component to 
achieving sponsorship objectives. Hence, a reason for the non-impact of ESF on 
brand awareness could be an insufficient leveraging of the sponsored event. 
Sponsors can leverage their sponsorship while the sponsored event takes place. 
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One option in terms of doing so is the display of signage within the context of the 
event. Outside the actual event, sponsors can use other marketing tools such as TV, 
radio, online or social media, to communicate their sponsorship and thus raise 
awareness of their brand in the context of the sponsorship. If organisations fail, or the 
event miscommunicates their brand messages, this can lead to missing brand 
awareness objectives, or might even have negative implications for the brand. 
Furthermore, sponsorship clutter can lead to brands not achieving the expected 
awareness levels due to too many brands sponsoring and being present at an event 
(Gwinner and Swanson, 2003). It can be further argued that the non-significance of 
the effect of ESF on brand attitude (H2) results from a lack of sponsor messages 
reaching the actual event consumer to trigger an attitude formation process. 
Therefore, organisations’ (sponsors) potential lack of communication with event 
consumers during events, and surrounding the sponsorship, can limit the 
opportunities for event consumers to evaluate the sponsor and its communicated 
messages. Such a lack of communication from the sponsor can be the cause of 
failing to achieve brand attitude targets.  
 
In contrast to H1 and H2 which did not yield a significant relationship, H3 showed a 
negative significant relationship between ESF and brand performance. This is in 
contrast to the initially hypothesised positive relationship between ESF and brand 
performance. A closer look was taken at the items with which brand performance was 
measured, in order to identify a potential reason for the negative significant impact of 
ESF on brand performance. These items focused on the relative success of a brand’s 
market share and brand sales growth. This reflects a direct and measureable impact 
of ESF on these two indicators of brand performance. However, some authors (e.g. 
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Cornwell et al., 2000) have argued that sponsorship effects are more likely to be 
noticed in the long-run, rather than as an immediate outcome of sponsorship. 
Although some evidence (e.g. Cornwell and Coote, 2005) suggests a positive impact 
of sponsorship activities on purchase intentions, there is limited evidence on the short 
term impact of conative sponsorship outcomes. This could be due to the time it takes 
for event consumers to form attitudes towards the sponsor and its products before 
making a purchase decision.  A further reason for the negative impact of ESF on 
brand performance could be due to the payment of the sponsorship fee. Sponsors 
who choose to invest large sums in event sponsorships might have to reduce their 
marketing spending on other marketing activities such as direct marketing or TV 
advertisements. The latter two forms of marketing are traditionally known to stimulate 
sales in the short run. Thus, a shift of marketing resources away from sales 
stimulating activities such as direct marketing, towards event sponsorship, can have 
a negative impact on the sponsoring organisation’s brand performance.   
 
Similar to H1 and H2, and in contrast to H3, ESF has no significant impact on the 
financial performance of a company. Building on the logic as to why ESF had a 
negative impact on brand performance, it could have been assumed that ESF would 
also have a negative impact on financial performance. Nonetheless, the results were 
non-significant. Financial performance was measured in relation to the organisation’s 
competitors, focusing on the return on investment and profit margins. Thus, it has to 
be argued that even though there is a negative impact on brand market share and 
brand sales, this does not warrant a negative effect on profit margins and the return 
on investment of a brand. A reason, therefore, could be that the increasing 
investment in a brand, in terms of event sponsorship activities, does not impact upon 
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the profit margins of the individual products and that, in total, the negative impact on 
brand sales and market share is not strong enough to negatively impact the overall 
return on investment of a brand. Furthermore, the non-significant impact of ESF on 
financial performance can result from the long-term perspective in which the impact 
of sponsorship activities unfolds. Thus, a direct impact on profit margins and return 
on investment might not be visible for brands in the near future following event 
sponsorship activities. 
 
Further to this, the results provide no support for H5-H8, which again contradicts the 
hypothesised positive significant relationships set out in Chapter Three. Event 
marketing activities have been argued to be target segment specific, and mostly 
centred around a brand and a specific activity. Most event marketing activities are 
aimed at a very specific target group, and the wider public has only limited access to 
learn more about the event, the brand and its product and services. From an 
organisational perspective, the narrow target group at which event marketing formats 
are aimed limits the opportunities to raise awareness levels with regard to the 
organisation’s brand among consumers who are not yet stakeholders. Furthermore, 
and building on the limited opportunities for organisations to raise awareness levels 
by the means of event marketing, it is difficult for organisations to influence attitudes 
towards their brand through an increase in events marketing frequency, if the 
organisation does not reach consumers who are not already stakeholders of the 
brand (H6). 
 
Similarly to H6, there is no significant relationship between EMF and brand 
performance. Since brand performance was measured through market share and 
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brand sales, a target segment specific event is unlikely to enhance market share as 
most event attendees will already be customers of the brand staging the event, or 
have made their decision as to whether or not to buy the brand’s products or 
services.  
 
Finally, results regarding the relationship between EMF and financial performance 
indicate a non-significant relationship. It can be argued that an increase in the 
number of event marketing activities does not warrant or result in a positive impact on 
a brand’s profit margin or return on investment. This result shows that event 
marketing mostly aims to strengthen existing customer relationships, and only to a 
small degree to initiate new ones. However, new customer relationships would be the 
driver for an increase in terms of a return on investment, considering the event 
marketing format as the investment. However, due to the targeting of consumers who 
already have a relationship with the brand, it is less likely to increase the return on 
investment and profit margin (financial performance) through EMF. 
 
5.7.2 Discussion of the Results of the Moderating Effects of Brand Orientation 
 
 
This section discusses the results of the moderating effect of brand orientation. Brand 
orientation was modelled as a moderator for two sets of hypotheses: the impact of 
ESF (H9a-H9d) and EMF (H10a-H10d) on brand awareness, brand attitude, brand 
performance and financial performance. 
 
In contrast to the expected positive impact of brand orientation on the relationships 
outlined above between ESF and the dependent variables of brand awareness, 
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brand attitude, brand performance and financial performance (H9a-H9d), none of the 
moderating relationships were found to be significant. This could be for several 
reasons. Despite increases in the number of event sponsorship activities and higher 
levels of brand orientation, brand awareness levels did not increase. A reason, 
therefore, could be the nature of an event sponsorship activity.  
 
Organisations’ managers often choose to sponsor an event due to the number of 
people they aim to reach and communicate with through sponsorship. However, large 
scale events such as the FIFA World Cup, raise three risks for sponsoring 
organisations. First, people following the core activity of an event such as the FIFA 
World Cup, are likely to focus on the core activity (match) of the on-going event and 
not the surrounding marketing messages. Hence, sponsors struggle to shift their 
attention towards their marketing messages. Second, due to the nature of event 
sponsorship, event sponsors share the event platform with other sponsors’ brands. 
Therefore, it is difficult for sponsors to communicate their marketing messages to 
event consumers as they are targeted by several sponsors at the same time. Third, if 
a sponsor of the FIFA World Cup (e.g. McDonald’s) uses such an event platform to 
increase awareness levels, they are likely to communicate to consumers who are 
already aware of their brand; hence, awareness levels might not be impacted upon. 
In spite of the increasing number of events and the increased level of brand 
orientation, organisations can therefore struggle to reach event consumers. 
Therefore, and resulting from the difficulties organisations encounter when 
communicating via an event sponsorship platform, it can be argued that this can lead 
to the non-achievement of brand attitude objectives. 
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In the following section, a rationale is provided as to why increases in the levels of 
brand orientation and an increase in the frequency of event sponsorship did not 
result in increased brand and financial performance (H9c and H9d). Events are 
attended and followed by a variety of event consumers, who have different objectives 
when following the event. Hence, sponsors have very little control over who will be 
exposed to their sponsorship activities, and whether or not the exposure of more 
brand-centric or brand-oriented communication activities actually reaches the 
relevant target group. Thus, an increase in brand orientation combined with a higher 
number of sponsored events might only mean a larger sum of money being spent on 
not reaching the right target group; hence, not achieving prior set sales and market 
share targets, as well as the improvement of profit margins and the overall return on 
their investment. 
The moderating effect of brand orientation on the EMF brand awareness, brand 
attitude and brand performance (H10a-H10c) relationships did not result in any 
significant relationships. By their nature, event marketing activities are brand-centric 
marketing activities, aimed at specific market segments, which often already have an 
existing relationship with the core activity of the event, or the brand staging the event. 
Thus, an increase in event marketing frequency and in the level of brand orientation 
would only expose existing stakeholders of the event staging the organisation’s 
brand more frequently to the organisation’s marketing messages. Hence, it is difficult 
for organisations to increase awareness levels outside of their existing stakeholders 
via the use of event marketing. Similarly, and building on the same logic as for brand 
awareness, organisations fail to increase brand attitude levels as a result of a higher 
number of event marketing activities and a higher level of brand orientation. What is 
more, by using event marketing, the event staging organisation is less likely to 
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communicate with consumers who do not already have an attitude towards the 
organisation’s brand. Hence, it becomes more difficult and less likely for the 
organisation to influence attitude levels. 
 
 Following on, the moderation of brand orientation on the EMF brand performance 
relationship did not yield a significant relationship. For organisations and their 
managers, the difficulty when it comes to driving brand performance via increased 
levels of brand orientation and a higher number of event marketing activities, is that 
the stakeholders who are exposed to the organisation’s brand and products are 
already likely to be customers, or have made the decision to buy or not to buy the 
organisation’s product. Therefore, it becomes more difficult for the organisation to 
extend their market share and increase sales, since the organisation is not 
communicating with non-stakeholders. 
 
In contrast to the result of the above relationships, the moderating effect of brand 
orientation on the EMF financial performance relationship is found to be positive and 
significant. A rationale for this could be that the continuous and increasing frequency 
of event marketing activities, in combination with a stronger embedding of the brand 
staging the event in the processes of the event, leads to an improvement in the 
consumer-brand relationship, which justifies the investment of the brand in event 
marketing activities. Furthermore, the investment and strengthening of consumer-
brand relationships might then allow the brand staging the event to command 
premiums on their products and, hence, increase their profit margin. Thus, the 
combination of the strengthening of the consumer-brand relationship, as a result of 
the enhanced frequency and more brand-oriented approach of the individual event, 
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and the possibility of commanding price premiums, can explain the positive impact on 
financial performance. 
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5.7.3 Discussion of the Results of the Moderating Effects of Organisational 
Innovativeness 
 
This section discusses the results of the moderating effect of organisational 
innovativeness. Organisational innovativeness was used as a moderator for two sets 
of hypotheses: the impact of ESF and EMF on brand awareness, brand attitude, 
brand performance and financial performance. The first set of hypotheses (H11a-
H11d) concerned the moderation of the relationships between ESF and the 
dependent variables of brand awareness, brand attitude, brand performance and 
financial performance. In contrast to its hypothesised positive impact, organisational 
innovativeness had no significant positive impact on the relationship between ESF 
and brand awareness or brand attitude. Neither did it result in a negative significant 
impact. It can be assumed that, despite the increasing number of event sponsorship 
activities and the increasing readiness and willingness of organisations to adopt 
innovative approaches to marketing, the communication of these innovative 
capabilities and characteristics does not improve awareness or attitude levels. 
Authors such as Farrelly et al. (1997) and Thjømøe et al. (2002) have argued that the 
lack of managerial knowledge regarding the successful implementation and activation 
of sponsorship can lead to the non-achievement of sponsorship objectives (e.g. 
brand awareness and brand attitude). Hence, insufficient communication and 
implementation to showcase an organisation’s or brand’s innovativeness can 
minimise or hinder a positive impact on brand awareness and brand attitude, despite 
the increasing number of events a company uses to communicate its brand. This is 
similar to the results of H11c, which outlines a significant positive impact of 
organisational innovativeness on the ESF brand performance relationship. This is of 
additional importance since the moderation changed the former negative relationship 
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into a positive one. In the case of brand performance, it seems that the increased 
frequency of event sponsorship activities, and the increased reach of a sponsor, 
allow the sponsor to demonstrate its innovative capabilities to the event audience. 
This could be in the form of new ways of engagement, or providing event consumers 
with an experience such as the testing of a sponsor’s product on site at the event. 
Such innovations are ways for organisations to expose their brand’s products to a 
larger audience, which can help to drive market and brand sales as a result of the 
engagement and emotion triggering experience. As a consequence, the findings of 
H11c are somewhat surprising, since organisational innovativeness has no impact on 
the ESF financial performance relationship. However, the increasing investment in 
event sponsorship activities, as well as the readiness to implement and invest in 
innovative approaches, warrants the use of many resources of a brand or 
organisation. Despite hypothesis 11c showing a positive impact on brand 
performance, the outgoing investment in the increasing number of event sponsorship 
activities, and the implementation of new and innovative ideas, seems to drain 
resources and does not positively impact on the profit margin, or generate the 
potentially expected return on investment. 
 
The moderation effect of organisational innovativeness on the relationships between 
EMF, brand awareness, brand attitude, brand performance and financial performance 
(H12a-H12d) did not result in any significant relationships. Organisations that use 
event marketing as a form of marketing communication already display a sense of 
innovativeness, since event marketing is seen as a rather novel and innovative form 
of marketing. Furthermore, as elaborated previously, most event consumers have an 
existing relationship with the brand staging the event, or the core activity of the event. 
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Thus, it could be argued that an increased frequency of events and a higher degree 
of innovativeness of the brand does not impact upon brand awareness or brand 
attitude. This could be a result of the brand awareness and brand attitude that event 
consumers already have. Therefore, a display of high levels of innovativeness is not 
enough to further impact upon awareness and attitude levels. Similar to H12a and 
H12b, organisational innovativeness did not significantly impact on the EMF brand 
performance and financial performance relationship. Increasing levels of 
innovativeness, in conjunction with a growing number of event marketing activities, 
might allow consumers who are already aware of the innovative products of the 
brand to learn more about the brand or its products. However, since event marketing 
activities are often aimed at existing customers and the existing target segment or 
market, it becomes less likely to attract new customers and increase market share 
and the brand’s sales. Furthermore, the high cost of staging event marketing 
activities, in addition to the cost of being increasingly innovative, might limit an 
organisation’s or a brand’s ability to increase profit margins, and achieve a direct and 
higher return on their investment in event marketing. 
 
5.8 Conclusion 
 
This chapter has demonstrated the data analysis process and the results of the 
relationships hypothesised in Chapter Three. The chapter began with the procedure 
and results of the exploratory factor analysis (EFA). As part of the EFA procedure, 
the researcher evaluated inter-item and inter-scale correlations, followed by the 
overall EFA. Building on the EFA, the researcher conducted a confirmatory factor 
analysis. In the process of the confirmatory factory analysis it was ensured that 
convergent and discriminant validity standards were met. Furthermore, common 
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method variance testing was conducted using Harman’s single factor test, and the 
results did not warrant any changes to the underlying model. Following on from the 
CFA, the researcher introduced a structural equation model based on the results of 
the CFA. The model displayed three significant relationships, two of which resulted 
from moderations. Further significant relationships were found between controls and 
the dependent variables. The chapter concluded with a discussion of the results. 
 
Key words: EFA, CFA, SEM, Reliability, Moderation 
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Chapter 6 Theoretical and Managerial Contributions and 
Conclusion 
 
This chapter contextualises the findings outlined in Chapter Five to provide a clear 
set of contributions on a theoretical and managerial level. Regarding the theoretical 
and managerial aspects, the key contribution of this study is based on its 
organisational perspective. The contribution resulting from the use of the dependent 
variables (brand awareness, brand attitude, brand performance and financial 
performance) in an organisational sponsorship and events context is evaluated. The 
importance of the relationships found in the unconstrained model, as presented in 
Chapter Five, including the moderating effects of brand orientation and organisational 
innovation, are connected to the current literature, and a rationale is provided as to 
how the results add to current knowledge in the field of event sponsorship and event 
marketing. 
 
From a managerial perspective, the findings of this research study provide a more in-
depth understanding of the use of event sponsorship and event marketing within an 
organisational context. Furthermore, conclusions can be drawn from the results of 
this study which allow managers to more successfully plan and execute their events’ 
activities. 
 
6.1 Theoretical Contributions 
 
The present study makes several important contributions to marketing knowledge, 
specifically in the fields of event sponsorship and event marketing. In this study, the 
researcher takes an organisational perspective. Authors such as Cornwell et al. 
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(2001), Nickell et al. (2011) and Thjømøe et al. (2002) have noted the lack of 
knowledge with regard to sponsorship decision making and the strategic use of 
sponsorship from an organisational or managerial perspective. Hence, this study 
adds to the very limited body of research in the sponsorship domain from an 
organisational perspective, and provides the first (to the best of the researcher’s 
knowledge) research study in the field of event marketing from an organisational 
perspective. 
 
The present study empirically investigates the impact of event sponsorship and event 
marketing on brand awareness, brand attitude, brand performance and financial 
performance. Furthermore, and originally within the context of event sponsorship and 
event marketing research, the researcher investigated the moderating effects of 
brand orientation and organisational innovativeness, as proposed in Chapter Three.  
The sponsorship and event sponsorship domain has been extensively researched. 
Within the last 35 years, researchers such as Bettina Cornwell and Tony Meenaghan 
have published numerous articles driving the expansion of sponsorship knowledge. 
Furthermore, the present study has not only evaluated the impact of more traditional 
sponsorship outcomes such as brand awareness and brand attitude, but also 
evaluated the impact of event sponsorship and event marketing on brand and 
financial performance. This is original within the sponsorship and event marketing 
literature. Authors such as Cornwell, Pruitt and Clark (2005), and Spais and Filis 
(2008) investigated the impact of sponsorship announcements on the stock value of 
the sponsor, to provide an indication as to whether or not a sponsorship 
announcement can positively impact the value of the sponsor and/or sponsee. 
However, to value a sponsorship by the means of stock value reactions can prove 
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rather difficult. This can be due to several factors such as external market influences 
(e.g. overall market fluctuations, sponsorship announcements of direct competitors, 
hostile marketing campaigns against the sponsor or sponsee) on the stock value, 
which is difficult to account for. This is in line with Farrelly, Quester and Burton 
(2006), who argued that it is very difficult to establish the value of a sponsorship. 
Furthermore, the authors believe that measuring the impact of sponsorship activities 
on assets such as brands, provides a greater understanding of the success of a 
sponsorship than simply assessing the financial dimensions such as share value. 
Therefore, the present study not only assesses the impact of event sponsorship on 
brand awareness and brand attitude, but also on brand performance; it follows the 
suggestion of Farrelly et al. (2006) that sponsorship activities should be evaluated via 
the impact on the sponsor’s brand. Furthermore, the present study combines the 
measurement of the impact of sponsorship on financial and brand aspects. 
 
Furthermore, the present study builds on the hierarchy of effects paradigm, which 
provided the theoretical underpinning for earlier studies within the sponsorship 
domain (Speed and Thompson, 2000; Weilbacher, 2001). Studies by several authors 
(e.g. Gwinner, 1997; Gwinner and Eaton, 1999; Polonsky and Speed, 2001; Tripodi, 
2001) found that brand awareness and brand attitude are outcomes of sponsorship 
activities. However, these sponsorship studies were conducted from a consumer 
perspective. Therefore, the findings of the present research study demonstrate 
somewhat surprising results, as no impact on the cognitive and affective outcomes of 
event sponsorship frequency and event marketing frequency are found. The 
researcher, at this point, can only suggest two potential reasons for the unexpected 
outcome. First, there could have been an issue with the measurement of brand 
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awareness and brand attitude. The researcher based the measurement of the 
cognitive and affective outcomes on established measures; however, the researchers 
who developed and tested the measures did so in a consumer context. Therefore, 
the question remains as to whether or not the results are due to issues with the 
measurement instrument. Second, there could be an underlying issue with the data 
set. Again, the researcher followed the required sampling process (Malhotra et al., 
2012) and collected data only from managers who fulfilled the eligibility criteria for 
this study. Therefore, it has to be questioned if the link between event sponsorship 
and events marketing and the cognitive (brand awareness) and the affective (brand 
attitude) outcomes can be investigated as it has been in this study. Therefore, further 
studies, or a replication of the present study, are needed to investigate whether or 
not the outlined and unexpected results are an artefact of the used data set, the 
result of the measures employed in this study, a combination of these factors, or 
further as yet unknown reasons. 
 
Following on from the cognitive and affective outcomes discussed above, the findings 
in Chapter Five demonstrate a significant negative impact of event sponsorship 
frequency on brand performance, one of the two conative outcomes measured in this 
study. As Farrelly et al. (2006) suggested, the researcher measured the impact of the 
event sponsorship activity on the organisation’s brand by assessing the impact on the 
organisation’s brand performance. To the researcher’s best knowledge, this is the 
first study employing O’Cass and Weerawardena’s (2010) brand performance 
measure in an event sponsorship and event marketing context, within an 
organisational research study context. Overall, the researcher has not identified any 
research study other than that of Chapman (1993) which discusses brand 
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performance and sponsorship in the same context. Furthermore, Chapman’s (1993) 
study was conceptual in nature, and did not provide any measurement results of any 
relationship involving brand performance.  
 
The uncovered negative relationship between event sponsorship frequency and 
brand performance displays another somewhat surprising result. Cornwell and Coote 
(2005) and Close et al. (2006) found that event sponsorship has a positive impact on 
purchase intentions. However, event sponsorship frequency in an organisational 
context did not translate (in this study) into brand sales or increases in brand market 
share. However, it negatively affected the resulting brand performance. The brand 
performance measure by O’Cass and Weerawardena (2010) was developed for an 
organisational research study; hence, it cannot be argued that the surprising results 
are an artefact of a consumer research measure which was used in an organisational 
research context. What is more, it has to be questioned whether or not the items of 
which the measure is composed represent a brand’s performance and, furthermore, if 
organisations aim to increase brand sales and brand market share by means of event 
sponsorships. Furthermore, the use of brand performance as an event sponsorship 
outcome, provides an indication of the organisation’s competitiveness, as it is 
measured relative to their competitors’ brand performance. This follows O’Cass and 
Ngo (2007a; 2007b), who argued that organisations compete by using their brands; 
hence, brand performance becomes a key indicator of an organisation’s 
competitiveness. Therefore, a decline in brand performance as the result of an 
organisation’s event sponsorship can weaken an organisation’s competitive position. 
Thus, the finding that higher levels of organisational innovativeness turns the 
negative significant relationship between events sponsorship frequency and brand 
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performance into a positive significant relationship, suggests that the degree to which 
an organisation adopts innovative processes is driving brand sales and brand market 
share. Not only is this, to the best of the researcher’s knowledge, the first study to 
employ organisational innovativeness as a moderator within an event sponsorship 
and event marketing context, but it also adds to the body of literature (e.g. 
Deshpandé and Farley, 2004; Han, Kim and Srivastava, 1998; Jimenez-Jimenez and 
Sanz-Valle, 2011) which outlines organisational innovativeness as positively driving 
performance levels. Furthermore, organisations should evaluate whether or not their 
level of innovativeness has implications for the success of other marketing activities 
apart from event sponsorship and, if so, how these organisations can exploit this 
positive effect to achieve their business objectives. Additionally, it can be argued that 
the reasoning for the positive effect of organisational innovativeness on the event 
sponsorship frequency/brand performance relationship, is the result of competitive 
advantage. Kandampully and Duddy (1999) argued that organisations gain a 
competitive advantage through constantly high levels of innovation, hence, retaining 
and developing new customer relationships. This is in line with the findings of this 
study, as it demonstrates increases in market share and sales as an outcome of 
increasing levels of organisational innovativeness. 
 
Furthermore, this study argues that financial performance is an outcome of event 
sponsorship frequency and event marketing frequency. The measure that Hooley et 
al. (2005) used to investigate the financial performance outcomes has not been used 
within an event sponsorship and event marketing context before; therefore, it 
provides further insight into the impact that event sponsorship and event marketing 
has on the return on investment of a company and its profit margins. Additionally, this 
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study might provide more researchers with the confidence to apply the presented 
measure in an event sponsorship and event marketing context. Furthermore, the 
measure used by Hooley et al. (2005) was developed in an organisational research 
context. This could be one reason why the significant relationships in this study are 
found to involve the two measures (brand performance and financial performance), 
which were developed within an organisational research setting; whereas brand 
awareness and brand attitude were not significantly impacted by event sponsorship 
frequency and event marketing frequency. 
 
In the present study, the relationship between event marketing frequency and 
financial performance is found to be moderated by brand orientation. This represents 
a combination of interesting findings. First, it confirms financial performance, under 
specific circumstances (high levels of brand orientation), to be an outcome of event 
marketing; second, it establishes brand orientation as a moderator in the event 
marketing field. Thus, it seems valuable for organisations to further invest in their 
brand-centric communication activities in the context of an event marketing setting, 
since the strengthening of the organisation’s brands results in a better financial 
performance compared to that of the organisation’s competitors. This is line with 
Aaker (1992) and Ghodeswar (2008), who argued that strong brands lead to a 
competitive advantage, and hence increased financial performance. 
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6.2 Managerial Contributions 
 
 
The findings of this study provide interesting insights for managers as to how 
organisations can improve their event sponsorship and event marketing activities to 
achieve brand and performance objectives. There is clear evidence that 
organisations consider and use event sponsorship and event marketing as two 
individual and distinct marketing communications tools. This in itself is of importance, 
since it allows marketers to address and communicate with customers, stakeholders, 
and non-stakeholders through different events activities. In other words, the two 
event formats allow marketers to engage with customers and other parties through 
two distinct events activities. Therefore, the use of the two event formats provides 
marketers with the opportunity to achieve a set of different strategic objectives. 
Hence, the managerial approach towards the two event activities has to be distinct, 
and provide a clear strategy as to what are the objectives to be achieved in terms of 
the individual event formats.  
 
It is evident, following on from this research, that many organisations make use of 
both event sponsorship and event marketing as part of their marketing 
communications strategy. However, only event sponsorship has been established 
and researched as a marketing communications tool within the academic literature. 
Hence, it is difficult for managers and organisations to develop their knowledge of the 
event marketing field, due to the lack of academic literature.  
Thjømøe et al. (2002) argued that the lack of managerial knowledge with regard to 
sponsorship decision making can lead to the failure to achieve sponsorship 
objectives. From an event sponsorship perspective, the researched outcomes of this 
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study (brand awareness, brand attitude, brand performance and financial 
performance) reflect desirable sponsorship outcomes. Thus, the findings of this study 
provide indications that can help managers and organisations to successfully 
implement event sponsorship and marketing activities. An example, therefore, could 
be the improvement of the leveraging of event sponsorship activities to achieve brand 
awareness and brand attitude objectives. This is in line with Meenaghan (1991) and 
Week, Cornwell and Drennan (2008), who argued that the leveraging of sponsorship 
activities is the key to achieving sponsorship objectives. The author of this study does 
not claim to know the best way to use event sponsorship and event marketing, but 
rather aims to provide potential solutions to improve the impact of event sponsorship 
and event marketing. 
 
Event sponsorship as a marketing communications tool grants sponsors access to an 
existing event and its followers (Meenaghan, 1991). Depending on the size of the 
event, event sponsors can gain access to a large number of event followers who 
sponsors address to raise awareness of their brand (Gwinner and Eaton, 1999). 
Despite the fact that the results of this study indicate that event sponsorship 
frequency has no positive impact on brand awareness, organisations and their 
managers should think of novel ways of focusing event followers’ attention on their 
brand during an event sponsorship activity. An example of this could be interactive 
activities within the venue of the event, whereby the sponsor organisation engages 
event followers and creates interaction between the event follower and the sponsor’s 
brand and/or product. If sponsorship managers do not have the capacity or 
knowledge to create outstanding sponsorship activation, the managers could ask the 
rights holder of the event to reduce the number of sponsors. The consequences for 
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the sponsor are likely to be two-fold. Initially it is likely that the sponsorship fee will 
increase. However, the decreased number of sponsors could help the sponsor to 
draw more attention to their brand and products. 
 
Similarly to brand awareness, according to the findings in this study, brand attitude 
was not impacted by event sponsorship frequency. This is somewhat surprising, but 
could be used by managers as a lesson. Building on the same rationale as to why 
brand awareness was not impacted by event sponsorship frequency, managers 
cannot expect to positively influence event followers’ attitudes towards their (the 
sponsor’s) brand by simply sponsoring an event. In a broader sense, sponsorship 
managers have to ensure that they create event sponsorships that use an interactive 
context to introduce or re-iterate to event followers why they should buy or become a 
user of the sponsor’s brand and/or product. This is in line with Palda (1966), who 
argued that the triggering of emotions (e.g. as the result of an interactive sponsorship 
event experience) positively impacts on the attitude formation process. Therefore, 
managers should very thoroughly pre-plan their event sponsorship, based on their 
capacity to create a mix of traditional (e.g., signage) and experiential (e.g., product 
testing within the event venue) sponsorship activation activities to positively influence 
brand attitude. 
 
Meanwhile, event sponsorship (frequency) was found to have a negative impact on 
brand performance. However, if organisations display high levels of organisational 
innovation, the event sponsorship (frequency) of the said organisations positively 
impacts the organisations’ brand performance. Sponsorship is known to unfold its 
impact in the long-term, rather than in the short-term (Cornwell, Relyea, Irwin and 
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Maignan, 2000). Thus, and in addition to the resources used to pay the sponsorship 
fee and activate the sponsorship, sponsorship managers have to find other ways to 
convince event followers to buy their products (Cornwell, Roy and Stainard II, 2001). 
This could be achieved, not only by providing innovative products, but also by 
providing event followers with innovative ways of interacting with the sponsor (Amis, 
Slack and Berrett, 1999). An example of this is the gaming company EA Sports’ 
sponsorship of the Barclays Premier League. EA Sports provides a gaming 
experience during Premier League games to showcase their innovative games to the 
event followers.  
 
Furthermore, the use of event sponsorship (frequency) was not found to positively 
influence organisations’ financial performance. To increase the relevance of event 
sponsorship for the financial performance of organisations, managers could consider 
offering event followers discounts on products if they purchase a product of the 
sponsor within a specific time frame after the event. Such offers could increase the 
return on investment of the sponsor. Additionally, the sponsorship of an event, which 
provides the sponsor with a level of prestige and has relevance for the sponsor’s 
stakeholders, could allow the sponsor to command higher profit margins as a result 
of the increased standing with its stakeholders. In order to provide managers with 
support for the successful implementation of event marketing activities, the following 
section provides suggestions as to how to improve the use of event marketing. This 
is a result of the findings of this study, which demonstrate that there is no guarantee 
of positively influencing brand awareness, brand attitude, brand performance and 
financial performance by the use of event marketing (frequency). As argued in 
Chapter Five, event marketing activities often target segments that are already aware 
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of the event-staging company’s brand. Hence, it is paramount for managers to 
increase the communication activities surrounding the event. An example, therefore, 
could be to use video and photos created during the event and then launch a 
marketing campaign using the created content to attract awareness to the event and 
the brand. 
 
Similarly, managers or organisations that stage their own event marketing activities 
could consider a two-fold approach to achieve an increase in brand attitude levels. 
First, it has to be argued that staging an event marketing activity does not itself 
guarantee that event followers will positively perceive the brand that is at the core of 
the event. Hence, the design of the actual event has to ensure that it creates 
sufficient touching points between event followers and the brand. Thus, the 
experiences created during the event, resulting from the close interaction between 
event followers and the brand, can help to positively influence brand attitude levels. 
Second, managers could consider increasing their communication activities 
surrounding the event. This could help the brand or organisation increase attitude 
levels by triggering the emotions of consumers who are not stakeholders of the 
event-staging brand, through the use of engaging marketing communications. 
Additionally, such increases in communication activities, especially outside the actual 
event marketing activity, can help the brand attract more consumers, thereby 
increasing the potential for additional sales and the growth of market share. 
Meanwhile, the relationship between event marketing (frequency) and financial 
performance did not show any significance unless organisations demonstrate a high 
level of brand orientation and event marketing (frequency). This could be caused by 
the increased value associated with the brand as a result of the high level of brand 
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orientation. Therefore, managers can recommend charging a premium for the brand’s 
products, thus increasing the return on the investment of the organisation in the 
brand. 
 
6.3 Research Limitations 
 
The present study has a number of limitations. In a perfect environment, in which 
time, access, and financial resources are unlimited, a longitudinal research design 
would be the desired research approach. However, most researchers do not have the 
level of access, financial resources, nor the time to conduct longitudinal studies. 
Further, Rindfleisch, Malter, Ganesan and Moorman (2008) found that cross-
sectional research studies and longitudinal research studies demonstrate a similar 
validity, if the relationships found between the constructs in the model are relatively 
large. The relationships found in this study are highly significant. Thus, and following 
Rindfleisch et al. (2008), it is argued that the chosen cross-sectional design displays 
similar validity to a longitudinal approach. Nonetheless, a longitudinal research study 
could allow the researcher to investigate event sponsorship, and/or event marketing, 
in more detail. 
 
In addition, the researcher collected data from a single respondent per company. It 
can be argued that collecting data from only one respondent provides limited 
information: more respondents per organisation would increase the reliability. 
However, Huber and Power (1985) suggested that the inclusion of respondents 
without the adequate knowledge to provide the requested information can dilute the 
quality of information, and thereby decrease reliability. Furthermore, the present 
research study used managers as sources for the data collection process. Despite 
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the fact that a key contribution of this study is that it adopts an organisational 
perspective, one could argue that, in order to show a dialectic view, a second study 
from the consumer perspective could have been added. Such a study could provide 
more depth and understanding, if the expected outcomes of event sponsorship and 
event marketing from the managerial perspective are reciprocated by consumers. 
 
To measure event sponsorship and event marketing, and achieve variance within the 
data, the researcher decided to use the frequency with which organisations use the 
respective events formats. However, and despite the interesting results shown in 
Chapter Five, event sponsorship and event marketing could have been measured 
differently. For example, the researcher could have developed more questions 
reflecting frequency and, therefore, create a factor with several items rather than a 
single item measure as an independent variable. Additionally, the researcher could 
have used other measures such as the percentage spent on the respective events 
activities, in order to measure event sponsorship and event marketing. In particular, 
the percentage of the marketing budget spent per event could have provided more 
insight regarding the actual size of the event. In the present study, the number of 
events does not clarify whether or not they are a large number of relatively small 
events, or a small number of large events. This becomes more weighted if a 
company decides to spend their entire events’ budget on one event sponsorship 
activity, and the accompanying activation of the sponsorship. In the present study, 
such a large-scale event, if represented through frequency, would only show as very 
limited use of event sponsorship, whereas the impact of such a large-scale event 
could be greater than the use of ten local events. Furthermore, the use of frequency 
to represent event sponsorship does not differentiate between different types of 
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sponsorship. It has been argued that sponsorship works the same in different 
contexts. Nonetheless, a further sub-differentiation (e.g., arts sponsorship and social 
sponsorship) could have added more depth to the study. 
 
6.4 Future Research Directions 
 
The researcher is aware that there are numerous opportunities to further expand the 
research on event sponsorship and event marketing. Outlined below are six future 
research opportunities that build on the current research study. 
 
First, to the best of the knowledge of the author, this was the first study evaluating 
event sponsorship and event marketing from an organisational perspective: a 
replication of the study in the UK and/or abroad would provide further validity for the 
initial research findings. This in line with authors such as Nickell et al. (2011) who 
have called for more research in the field of events-related marketing activities from a 
managerial perspective. 
 
Second, the researcher believes that experimental research, contrasting the effects 
of event sponsorship and event marketing from a consumer perspective, would 
provide further valuable knowledge. Such experiments could be based on existing 
recall and recognition studies (e.g. Lardinoit and Derbraix, 2001; Wakefield, Becker-
Olsen and Cornwell, 2007) from the sponsorship environment. The findings would 
allow researchers to further underpin the distinct advantages and disadvantages of 
event sponsorship and event marketing from the perspective of the sponsors, or 
event-staging brand’s recall and recognition rates. 
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Third, event sponsorship and/or event marketing seem to be part of organisations’ 
marketing communications strategy. However, it has not yet been determined how 
much organisations spend on their events activities in relation to other marketing 
communications activities. This could be of growing importance in times when 
organisations rely on strong brands. Hence, the amount of resources spent on brand 
building events activities, in relation to the overall resources spent on brand building, 
could allow researchers to further determine how effective different marketing 
communications tools are in terms of building brands in relation to each other. 
 
Fourth, several studies (e.g., Close et al., 2006; Cornwell and Coote, 2005; Madrigal, 
2000) have evaluated the impact of sponsorship activities on purchase intentions. 
Thus, and as a result of the novelty of event marketing (as defined in this study), 
studies’ evaluations of the impact of consumers’ purchase intentions, as a result of 
attending or following an event marketing activity, would provide further knowledge 
and potential for comparison between more established (from a research 
perspective) events-related marketing communication activities. 
 
Fifth, the present study identified brand orientation as moderating the event 
marketing (frequency) and financial performance relationship. Furthermore, the brand 
orientation construct has only recently gained a stronger presence as a moderator 
within the marketing literature (e.g., Hirvonen, Laukkanen and Reijonen, 2013; Wong 
and Merrilees, 2007).  However, so far, no publication from the sponsorship or event 
marketing literature has incorporated brand orientation as a moderator. Thus, the 
researcher believes there to be a need for further studies in order to understand the 
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importance of brand-oriented behaviour in terms of successfully developing and 
implementing event sponsorship and event marketing activities. 
 
Finally, future research should focus on the lack of an in-depth understanding of the 
use of event marketing from an organisational perspective. Hence, a study built on in-
depth interviews, in order to identify the individual strategic objectives that 
organisations have towards event marketing, could further develop an understanding 
of how event marketing fits into the overall marketing communications landscape. 
 
6.5 Closing Remarks 
 
The present study has shown that a considerable number of organisations use event 
sponsorship and event marketing as part of their marketing communications strategy. 
Global sponsorship spending was projected to reach $ 57.5 billion in 2015 (IEG, 
2015) and, even though event sponsorship only accounts for a portion of the overall 
sponsorship spend, the economic value of event sponsorship is still considerable. In 
addition, event marketing, as a distinct marketing communications tool, has not yet 
been researched in depth. However, this study has demonstrated that it is already 
being used by an increasing number of organisations. The main findings of this 
research study are threefold. First, the study found that organisations consider and 
use event sponsorship and event marketing as two distinct events-based marketing 
communication tools, and hence are likely to have different strategic objectives for 
the use of each tool. Second, the study found three significant relationships between 
the independent, dependent and moderating variables. The uncovered relationships 
demonstrate that organisations can impact on the success of their event sponsorship 
and event marketing activities through organisational innovation and brand 
                                     CHAPTER 6: THEORETICAL AND MANAGERIAL CONTRIBUTIONS 
PAGE 231 
orientation. And third, the relationships found as a result of the moderating effects of 
organisational innovation and brand orientation provide further insight for managers 
and researchers as to how to further improve the quality and effectiveness of their 
event sponsorship and event marketing activities. 
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Appendices 
 
Appendix 1 T-test Statistics 
Independent Samples Test 
 
Levene's Test for 
Equality of Variances t-test for Equality of Means 
F Sig. t df Sig. (2-tailed) Mean Difference 
Std. Error 
Difference 
95% Confidence Interval of the 
Difference 
Lower Upper 
ES Equal variances assumed 1.407 .243 -.645 38 .523 -.150 .233 -.621 .321 
Equal variances not assumed   -.645 37.973 .523 -.150 .233 -.621 .321 
EM Equal variances assumed .821 .371 -.159 38 .874 -.050 .314 -.685 .585 
Equal variances not assumed   -.159 37.621 .874 -.050 .314 -.685 .585 
BPERF Equal variances assumed .003 .955 -1.705 38 .096 -.47500 .27857 -1.03893 .08893 
Equal variances not assumed   -1.705 37.916 .096 -.47500 .27857 -1.03897 .08897 
FPERF Equal variances assumed .781 .382 -1.173 38 .248 -.45000 .38371 -1.22679 .32679 
Equal variances not assumed   -1.173 37.052 .248 -.45000 .38371 -1.22744 .32744 
BO Equal variances assumed 2.820 .101 -.070 38 .944 -.02500 .35518 -.74402 .69402 
Equal variances not assumed   -.070 27.581 .944 -.02500 .35518 -.75305 .70305 
BA Equal variances assumed 1.299 .262 -.672 38 .506 -.30000 .44633 -1.20355 .60355 
Equal variances not assumed   -.672 33.078 .506 -.30000 .44633 -1.20798 .60798 
BAW Equal variances assumed .239 .628 -.343 38 .733 -.12500 .36396 -.86180 .61180 
Equal variances not assumed   -.343 33.289 .733 -.12500 .36396 -.86524 .61524 
OI Equal variances assumed 2.384 .131 -1.032 38 .309 -.44000 .42633 -1.30306 .42306 
Equal variances not assumed   -1.032 36.424 .309 -.44000 .42633 -1.30429 .42429 
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Group Statistics 
 
TI N Mean Std. Deviation Std. Error Mean 
ES 1.00 20 2.85 .745 .167 
2.00 20 3.00 .725 .162 
EM 1.00 20 3.35 1.040 .233 
2.00 20 3.40 .940 .210 
BPERF 1.00 20 5.1500 .85993 .19229 
2.00 20 5.6250 .90139 .20156 
FPERF 1.00 20 4.5000 1.11213 .24868 
2.00 20 4.9500 1.30686 .29222 
BO 1.00 20 5.7750 .69727 .15591 
2.00 20 5.8000 1.42718 .31913 
BA 1.00 20 5.2500 1.10620 .24735 
2.00 20 5.5500 1.66148 .37152 
BAW 1.00 20 5.7000 .90902 .20326 
2.00 20 5.8250 1.35019 .30191 
OI 1.00 20 5.2100 1.48178 .33134 
2.00 20 5.6500 1.19978 .26828 
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Appendix 2 Questionnaire 
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